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Mavbe we've started something 


[ts a bit too early to tell yet because we've only been at it about a year... 
But it looks as though there is a new trend in Industrial Film making. 


Experienced commercial film users are beginning to realize that it is 
possible to leave the problem of production entirely up to the producer. 
That they don’t have to learn all the details of this complicated business 


in order to get their ideas across. 


They are finding out that now they have only to bring their film 


problems to us, lay them in our lap and forget about them. 


. So, maybe we’ve started something. Something that will allow 

YOU to get the kind of picture you have been wanting these many years. 
At least, we'd like to talk it over with you. 

Pp- B- We suggest you see the Paramount produced, 

Technicolor picture **The Proof of the Pudding.” It is 

sponsored by the Metropolitan Life Insurance Company 


and the United States Public Health Service and will 
undoubtedly be playing in your neighborhood soon. 


d Paramount Picture 





your seal of success 


PARAMOUNT PICTURES INC. + 1501 BROADWAY, N.Y.C. «+ INDUSTRIAL FILM DIVISION 
























































To Sell Better... TELL Better 





O matter how carefully you prepare the busi- 

ness film that tells your sales story . . . no matter 
how much time and talent go into its planning and 
making .. . no matter how much money you invest 
in it—the final step on which success depends is the 
projector with which you show it. If projection falls 
short of theater-quality reproduction of sound and 
picture, the whole show will be mediocre, or ruined. 


It isn’t good business to take that chance . . . be- 
cause it is a chance you need not take. Filmosound 
Projectors, precision-built by the makers of Holly- 
wood’s professional equipment, absolutely assure the 
clear, steady, brilliant reproduction of both sound 
and picture that well-made films deserve. The use of 
Filmosounds by practically every great film user in 
American industry is conclusive evidence of that. 


Furthermore—Filmosound Projectors positively 
eliminate all possibility of film damage resulting 
from incorrect threading. They cost less per year of 
service and are so easy to operate that audience atten- 
tion is focused ON THE PICTURE—wnot distracted 
by the machine. 


There is a Filmosound or Filmo Silent 16 mm. 
Projector for your individual needs. For information, 
use the coupon. Bell & Howell Company, Chicago; 
New York; Hollywood; Washington, D. C.; London. 
Established 1907. 


ld mm. PROJECTORS 
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FILMOSOUND “COMMERCIAL” is a compact, 


single-case projector offering the utmost in convenience 
and simplicity of operation for the busy salesman. It pro- 
vides uninterrupted fifty-five-minute showings of theater 
quality in salesroom, showroom, hotel room, or moderate- 
sized auditorium. Has 750-watt lamp, powerful amplifier, 
speaker-hiss eliminator, “floating film” protection, and 
provision for using microphone or phonograph $ 

turntable. Price, only..... $0000006s00e0000e0080 276 


PRECISION-MADE BY 


BELL & HOWELL 
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How Ready-made Films Serve Business, Too 


Users of made-to-order sales and sales 
promotional films find ready-made films 
useful in varied valuable ways. 

Commercial film programs that are 
too short are brought to proper length, 
and too-heavy programs are lightened, 
by adding entertaining or other films of 
general interest. 

Programs so “‘popularized”’ attract 
greater audiences and are often accept- 
able to organizations that would not 
welcome the commercial film by itself. 

The interest of salesmen in continuing 
intensive promotion via motion pictures 
is sustained by periodical changes of the 
films used to lighten or “bait” the com- 
mercial program. 

Often ready-made films are available 
that tie up closely with commercial films, 
thus supplementing and strengthening 
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BELL & HOWELL COMPANY 

1808 Larchmont Avenue, Chicago, III. 

() Send 36-page, illustrated booklet : 

Showmanship, Today's Formula for 

Selling and new circular, How Busi- 

ness Movies Tell and Sell. 
Send‘details on Filmosound ( ) *“Commercial” 


Name 


the sales story. Costs are not high. Sound 
prints range from $17.50 per reel (black- 
and-white) to $80 for such de luxe 
Technicolor cartoons as Boy Meets Dog. 

And for entertaining employees, job- 
bers and dealers and their staffs, and 
customers, ready-made films find many 
uses. 

Suitable films for all these purposes 
may be bought outright or rented at 
moderate long-term rates from the Bell 
& Howell Filmosound Library. Here 
skilled specialists will assist you in 
selecting ideal subjects. 

This same library offers a commercial 
film exhibition service in which each 
sponsor's exhibition plan is tailored to 
his wishes. Bring your film problems to 
Bell & Howell for competent, individual 
solution. 


audiences. Offers a wide range of services 
and great audience-handling capacity... 


with Our Compliments? 


MAIL COUPON FOR 
“SHOWMANSHIP” 


Title 


Company 


Address 
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FILMOSOUND “MASTER”’—. powerful 


16 mm. sound film projector for serving larger 


$410 


hie This 


‘ 





@ ScREEN ADVERTISING, like that 


unsung hero, the traveling sales- 
man, is “on the job” through storm 
and sunshine and gets little glory. 
But that group of companies which 
includes Motion Picture Advertising 
Service, United Film Ad Service. 
Ray-Bell Films, A. V. Cauger and 
several others in addition to the 
Alexander organization in this field 
of local-dealer-and-national-adver- 
tiser-cooperative merchandising is 
putting its messages before theatre 
audiences throughout America in 
numbers totaling many millions 
weekly. 10,000 theatres show these 
short reels, and the national ad 
vertising Minute Movies announced 
in these pages by General Screen 
Advertising, Inc., specialists in this 
other phase of the medium. 

This is a well-defined field, suc 
cessfully used by many of Amer 
ica’s leading national advertisers 
and those with local retail dealer 
programs as well. Technical pet 
fection in color and clever anima 
tion is especially noteworthy of re 
cent trends. There are the two 
distinct fields, one depending on the 
local sales efforts of film advertis 
ing representatives who contact the 
retailer on share-the-cost plans and 
the other wholiy national and based 
on circulation standards paralleling 
that of the national magazines and 
sold in exactly the same way on 
a per thousand audience basis. Ex 
cept that these audiences don’t skip 
page 34 but receive eye and ear 
selling beyond comparison with 
other forms of idea communication. 

Here. too, advertising can be 
closely related to market opportu 
nities. Advertisers can even select 
the exact industrial areas and the 
very neighborhoods in which cle 
fense production activities have 
created new “islands” of tremen- 
dous retail prosperity. In some of 
these centers even the local news 
papers are wholly inadequate for 
advertising and far less efficient in 


circulation and coverage. 


Outstanding Sales Programs 


®* Among the leaders in _ this 
month’s survey of outstanding sales 
promotional programs is the 194] 
edition of Goodrich’s annual dis 
trict sales gatherings. Headed up 
by ace sales-promotional executive 
kK. D. (Ernie) Nathan. the Good- 
rich show presents a complete series 
of merchandising  slidefilms and 
motion picture reels covering every 
phase of this year’s sales activities. 
High-light of this Caravel-produced 
show is a defense production movie. 
Westinghouse is another experi 
enced user of the visual theme. In 
20 field meetings, an intensive sell 


ing campaign on home heating and 
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news and comment of commercial films 


air conditioning units is being pre- 
sented to distributors with sales 
talks and films by H. F. Hildreth, 
sales manager, and W. R. Mason, 
in charge of advertising and sales 
promotion for the Home Heating 
and Air Conditioning Department. 


Disney Show on Tour 


* Production methods of Walt Dis- 
ney, genius of the animated cartoon, 
need remain a mystery no longer 
to the people of five cities. Follow- 
ing its extended showing at the 
Los Angeles County Museum, a re- 
trospective exhibition of the studio’s 
workings, from 1928, when audi- 
ences first saw a little cartoon 
named Steamboat Willie flash. hum- 
bly and unheralded on the screen. 
down to the current opus magnus, 
Fantasia, is due to tour the country. 
The tentative schedule: 
Minneapolis University Gallery. 
February 20 to March 20, 1941. 
Cincinnati Art Museum, April. City 
Art Museum of St. Louis. June. 
State University of lowa. July 15 
to August 15. Detroit Institute of 
Arts, October. Cleveland Museum 
of Arts, November 12 through Jan- 


the fans from the neighborhood 
movie houses. The dates, therefore. 
are worth noting. 


For Minneapolis-Moline 


* A new sound Kodachrome pro- 
duction This Land of Ours presents 
America’s natural resources in ex- 
quisite beauty for sponsor Minne- 
apolis-Moline. Showings are being 
held through local dealers of this 
Ray-Bell produced feature. Guern- 
sey at War, another color film, is 
presented on the same bill. 


Complete Slidefilm Program 


* A series of ten new sound slide 
films are expected to be available 
shortly after March 15th according 
to announcement by the Modern 
Kitchen Bureau. To be sold to 
utilities, bureaus and manufacturers 
for use in training schools, etc., the 
series is part of the Bureau's ex- 
tensive 1941 promotional campaign 
which includes magazine advertis- 


ing and newspaper copy as well. 
Tops for Promotion 


* Hotpoint’s interesting audience 
story (told on page 13 of this is- 








COMING BUSINESS SCREEN FEATURES 
WESTINGHOUSE: A CIRCULATION ANALYSIS 
Facts about audiences who saw that 
Company's feature picture program 
THE FEDERAL GOVERNMENT IN FILMS 
A survey of the various departments, 
defense films and future plans 
AGRICULTURE'S OPPORTUNITY IN FILMS 
With contributions from agricultural 
sponsors and some recommendations 


PRODUCTION JOB M-O11 
A successful picture is 
worth patience and price 
WHAT ABOUT COIN-MACHINE MOVIES? 
A frank analysis of the coin- 
operated movie field and films 
\RTICLES ON CASTING; MERCHANDISING RESEARCH: SCRIPTS 


ind an extensive section of Prevues and the Film Index! 
































uary 1, 1942. 

Because of its revelation of inne 
workings—from animation draw- 
ings and painted celluloids through 
‘pan’ backgrounds, continuity story 
sketches (all drawings) and mod 
eled figurines—it appears likely 
that the display will interest all 
users and potential users of films 


in business and industry. as well as 

















sue) has a sequel. The promo- 
tional materials which brought 


about satisfactory dealer results in 


this initial phase of 
distribution were car- 
ried through by the 
agency which  super- 
vised the original film 
production at Wild- 
inge’s West Coast stu- 






dios. To Les Sholty, Sr., head of 
the Maxon, Inc., Chicago office, 
goes our well-merited commenda- 
tion. To his son, Les Sholty, Jr. 
u citation for the preparation of 
the promotional materials that 
“clicked” on this grand followup. 
As a well-cast, swiftly-paced and 
entertaining picture, Blame It on 
Love checks to everyones’ credit. 


The New York Scene 


@ THE MORE | SEE of this film in- 
dustry, the more I am convinced 
that there is not a business that can 
not use motion pictures to advan- 
tage. I saw a new picture the other 
day which was made for a leader 
in the coin-machine field, the Inter- 
national Mutoscope Co. This is the 
first picture which has been made 
for this industry, I believe. Muto- 
scope’s film is called Pennies on 
Parade; it’s silent, one reel, and in 
Kodachrome. Most of the footage 
was shot on the World’s Fair 
grounds last summer of the Penny 
Arcades which were operated there 
so successfully. Mutoscope is go- 
ing to show the films to concession- 
aires in amusement parks and 
other places where coin machines 
might operate. The concession- 
aires will see Mutoscope’s new 
machines in operation at the Fair 
and charts and titles describing the 
“take” and premium pay-out. 

The producers of this picture are 
having pretty good luck with Koda- 
chrome. Most of their shots still 
have a blue tinge in the shadows 
and that is a little annoying. but 
then something beautiful pops up 
and you can see how cood Koda- 
chrome can be and so frequently 
is. I know the “purists” say that if 
the color is not perfect ( British 
Technicolor, which seems to be less 
garish). then don’t use it at all. 
Stuff and nonsense, I say: look at 
the work print on some color job 
and eat your hat if the color version 
isn’t better, “perfect”, or not. 


(Please turn to Page &) 




















































































































How Will All-Out National Defense 
Affect Your Sales Force? 


Equip Your Men for All-Out Competition, 


with a Caravel Training Program, Now! 








? XO OF 


If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Wallace Barnes Company 
Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 
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om CITY OF WASHINGTON, so they say, is full of 
eager men running round and round with brief- 


cases under their arms... 


Yes—they're all enlisting, as fast as they can, for 
All-Out National Defense! 


Bui—far-seeing business men who went through 
the last ““emergency’’—in 1917 and the years imme- 
diately after—can't forget the All-Out Competition 


that followed in its wake! 


That's one reason why the Caravel organization— 
specialists in producing training films—have been re- 
tained by so many leading companies to help keep 
far-flung sales and dealer organizations all steamed 
up for the greatest business battle this country has 


ever seen. 


Let us tell you about three great programs just com- 
pleted—each a record-breaker in scope, each delib- 
erately planned with a sharp look at today’s business 
but also with a long look to the future. Already it is 


“later than you think!” 


CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue °¢ Tel. CIrcle 7-6112 














PREEMINENT 





ALL three Eastman negative films make 
important contributions to the startling 
beauty of today’s screen productions. Un- 
varying dependability and wide latitude 
make them the established favorites of 
critical cameramen. Eastman Kodak 


Company, Rochester, N. Y. 


J. E. BRULATOUR, INC., Distributors 





Fort Lee Chicago Hollywood 
PLUS-X SUPER-XX 
for general studio use when little light is available 
BACKGROUND-X 


for backgrounds and general exterior work 


EASTMAN NEGATIVE FILMS 
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LEADING USERS OF INDUSTRIAL FILMS RECOMMEND DA-LITE SCREENS 


General Mills. dnc. 
Presents 


ITS NEW 194! 
SOUND SLIDEFILM 





“PRODUCTS CONTROL 


Means Flour Insurance” 





(Reg. U. S. Pat. Off.) 


Throughout the nation, the sales rep- 
resentatives of General Mills, Inc., are 
now starting to show to their employes 
and to their jobbers and bakery cus- 
tomers, an interesting new sound 
slidefilm, illustrating the methods 





THE CHALLENGER 
CAN BE SET UP ANYWHERE 
IN 15 SECONDS — 


Simply open 
the legs of the 
tripod, swing 
the case to 
horizontal, lift 
the screen fab- 
ric from the 
ease and ad- 
just the fully 
opened screen 
to the height 
desired! 


THE ONLY 
SCREEN 

that can be adjus'ed 
in height merely by 
releasing a spring 
latch and lifting the 
extension support. 
The Challenger is also 
the only screen with 
square tubing to keep 
the case aligned. 


















THE DA-LITE SGREEN COMPANY, 


CRAWFORD 


2723 NORTH 
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GLASS-BEADED 





used by General Mills in making its 
annual survey of the wheat crop. This 
film entitled “*Products Control Means 
Flour Insurance” presents many fea- 
tures of the company’s operations in 
various wheat producing areas at har- 
vest time and shows how they affect 
the quality of the flour, including its 
uniformity and its bake shop per- 
formance. 

General Mills, Inc., has conducted a 
nation-wide wheat survey for the past 
twelve years and is the only cereal 
milling company to have a compre- 
hensive preview, such as this, of its 
basic raw material—wheat. 


Shown on Challenger Screen 


The Challenger Model, consisting of 
a Da-Lite Glass Beaded Screen, spring- 
roller-mounted, in a metal case, to 
which a tripod is pivotally attached, 
is used extensively in showing not only 
this new slidefilm but also many other 
pictures used by General Mills, Inc. 


"Very Successful Results” 


In commenting on the performance 
of Da-Lite Sereens, Mr. D. W. Lat- 
terell of General Mills, Inc., writes— 


AVENUE 


“General Mills, Inc., has experienced 
very successful results with the use of 
Da-Lite Screens in the presentation of 
a variety of slidefilm pictures. The 
screens were recommended to us as 
being one of the best types of equip- 
ment on the market for our purpose, 
and we have had no reason to alter 
this opinion. We suspect that when the 
need for additional screens arises that 
we will add to our stock with Da-Lite 
beaded screens.” 

Because Da-Lite Screens show in- 
dustrial pictures brighter, are easier 
to use, and are more sturdily built, 
they are first choice of leading pro- 
ducers, distributors and users of 
industrial films. Give your 1941 pro- 
ductions the advantage of projection 
on Da-Lite Screens. 


SEND NOW FOR FREE 
SCREEN DATA BOOK! 


Interesting facts about the light 
reflective qualities of various 
screen surfaces, suggestions for 
choosing the right size of screen 
for any requirement. and many 
other points about the selection, 
use and care of screens are con- 
tained in Da-Lite’s 48 page data 
book. Send for your free copy now 


ILLINGQIS 


CHICAGO, 









{7] 




















BUSINESS SCREEN 





/ 


2 


THE MAGAZINE OF COMMERCIAL 
AND EDUCATIONAL FILMS 


Contents 


Cover Subject: a Business Screen photo-composition; 


background courtesy Carnegie-lIllinois Steel Corp. 
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CAMERA 


NEWS & COMMENT 
OF THE STUDIOS 


ae 


(Continued from Page Four) 
J § 


On the 22nd of January, the 
Goodyear Co. displayed the new 
movie, Goodyear Shoulders Arms, 
to a large group of tire dealers and 
newspaper men at the Waldorf- 
Astoria Hotel in conjunction with 
an elaborate display of products 
made by the company for national 
defense. 

I thought it would be a very gala 
affair; Goodyear always does these 
things up fine. This time Mr. Litch- 
field was at the door to meet us as 
we came in, and the inevitable rub- 
ber tire ash trays were plentifully in 
evidence for souvenirs..First we saw 
exhibits of gas masks, rubber tank 
tracks, and bullet-proof fuel tanks 
which were attractively displayed 
and very interesting. Then we saw 
the new films. (Reviewed else- 
where in these pages). 

You know how these meetings 
are; the company always does its 
utmost to see that you enjoy your- 
self, and it’s not hard to get into a 
convivial mood when the empties 
are replaced so quickly. But once 
this picture began the atmosphere 
seemed to change. The first seven 
or eight minutes of “Goodyear 
Shoulders Arms” are clips from the 
newsreel files of Pathe News—the 
most striking, moving, terrifying 
shots of the war that I have ever 
seen. It knocks the party mood 
right out of you; you realize the 
immensity and the necessary in- 
tensity of the task we must all face. 
and you wonder whether we are 
equal to it. After those opening 
scenes Goodyear takes over and 
shows what they are doing to pre- 
pare us. I thought they were do- 
ing pretty well. Let’s hope all of us 
can do as well. 


Coin Machine Movies 


* They previewed a new coin-ma- 
chine the other day at the Hotel 
Astor. This one was put out by the 
Vis-O-Graph Corp. 

I’m a little skeptical about coin- 
operated movies. I understand that 
each company in the field has al- 
ready placed many of the machines 
and that thousands of others are on 
order from bars, cafes and railroad 
stations. Mr. W. H. Kemble, Exe- 
cutive Vice-President of Vis-O- 
Graph, says here in his press release 





that he expects 200,000 locations 
will eventualy install the Vis-O- 
Graph. I suppose I won't see one 
in action until Charlie’s on 44th St. 
gets one, or my favorite railroad 
station (Grand Central) signs up. 
I'll be convinced when I see the 


happy throngs actually dropping 
in their dimes, and truly, it may 
be wonderful. 

One thing I did notice about this 
machine, and also the Mills ma- 
chine—the sound is extraordinarily 
good. Not only that, but these ma- 
chines are a big advance as far as 
appearance over any other continu- 
ous display on the market. It seems 
to me that with these obvious quali- 
ties there should be a more ad- 
vantageous place for them as sell- 
ing tools in retail stores rather 
than as coin devices. -Some plan 
for this use is already in the works. 
I hope we see more; I can perfectly 
well see one of these machines tell- 
ing shoppers in Macy’s dress de- 
partment about rayon and doing a 
bang-up job of it. 


The Voice of Experience 


¢ This is a story I heard the other 
day about J. J. Jones, president 
of that large rubber company. They 
were making a picture in his plant 
and the action being photographed 
on this particular day entailed Mr. 
Jones passing down a row of busily 
engaged craftsmen—he stops and 
makes a suggestion to one of the 
older men, selected because he had 
been in the plant for fifty years. 
The trusty oldster was supposed to 
say, “Yes, Mr. Jones, I think you're 
absolutely right.” 

The Director on this picture, see- 
ing the shot would be a long one. 
and wanting to get it perfectly on 
the first take, got the old fellow 
aside to drill him in his lines. 

“You've got that right now? 
‘Yes, Mr. Jones, I think you’re ab- 
solutely right.’ You're sure you've 
got that straight?” 

The old man looked at him for a 
moment and then said, “Look, I’ve 
been rehearsing this part for fifty 
years; if I don’t know it now, I 
never will.” R. S. 


International Angle 


* Twelve prints of the 1200-ft. all 
Kodachrome l6mm. film with 
Lowell Thomas as narrator and 
Baltimore as the subject are now 
in active circulation. . . . More will 
be made during the next few 
months. This non-advertising sub- 
ject has had an unusually effective 
appeal for non-theatrical groups 
especially—The State Department 
in Washington has asked for copies 
to send to South America. 
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THE SOUND TRACK appears as a means of keeping you informed about the use 
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that various industries are making of motion pictures as produced and distributed 
=S by Castle Films, Inc., now in the 26th year of such service to American business. §== 


PENNSYLVANIA R.R. > FULLER BRUSH + Du PONT + SUNKIST 


IN ITS THIRD YEAR! 


The Pennsylvania Railroad selected Castle Films 
for the production of a two-reel motion picture 
that presents the charm of Washington. This 
movie, in both sound and silent versions, is now 
in its third year of circulation, principally to 
groups of teachers and students throughout the 
country. Audiences mounting into the millions 
have seen it, and other millions will. It is well 
known that a large percentage of American trav- 
elers and vacationists is drawn from the schools 
and colleges of the country. The fact that the 
Pennsylvania is continuing its distribution, 
through the Castle organization for a third year 
is evidence of the effectiveness of this medium 
of publicity and promotion. Beautifully photo- 
graphed, ‘‘On to Washington”’ is indeed a movie 
with appeal to any audience, especially so when 
the eyes of the world are focused upon our 
Capital city. 


NATURAL COLOR FOR SUNKIST! 


Teachers in Home Economic and Domestic Sci- 
ence courses are making profitable use of a mo- 
tion picture produced by Castle Films for the 
California Fruit Growers Exchange. The movie, 
“Citrus on Parade’’, was designed specifically for 
students in home-making classes, and for women’s 
groups of all types. The major portion of its two 
reels is devoted to the presentation, in natural 
color, of new combinations of food in which 
oranges and lemons find novel use, such as eco- 
nomical and practical salads, desserts and bev- 
erages. These color sequences are a great asset 
for the teacher. The addition of color and the fact 
that booklets containing recipes shown in the film 
are distributed at each showing have gained a 
welcome acceptance for the picture all over the 
country. Castle Films has been serving Sunkist 
continuously for the last 17 years, securing audi- 
ences that average more than two millions a year. 











Du PONT GIVES THEM FUN! 


A sales promotion movie with a laugh a second 
has just been produced by Castle Films for the 
Finishes Division of E. I. du Pont de Nemours 
& Co., Inc. With such comedians as Willie, West 
and McGinty, hit of the Aquacade, and George 
Shelton of the team of Howard and Shelton in 
the cast, this three-and-one-half reel novelty 
among business films could not be anything other 
than a riot! Three cameras were used on the 
studio sets to catch all angles of the gags, tum- 
bles and other fast, tricky situations. “Are We 
Painters!’’ proves that sales messages can get 
over with a laugh as well as with a lecture. The 
picture will be used at meetings of painting con- 
tractors, builders and home owners throughout 
the year. It already has begun its nation-wide 


exhibition tour. 
* + * 


BY POPULAR DEMAND! 


A three-reel, sound movie was made by Castle 
Films for the sole purpose of bringing the Fuller 
Brush plant and manufacturing story to this 
company’s great army of field workers. Several 
test showings were made to Parent Teacher As- 
sociations and to schools. So much interest was 
manifested by these lay groups that contract was 
made with the Castle distributing organization 
for a wide use of the picture nationally at adult 
and school meetings. The Fuller Brush Company 
discovers that what originally was designed for 
its own personnel is practically demanded by 
popular request, and it is entering its second year 
of distributing ‘““The Story Behind the Brush” 
through the Castle organization. In the last two 
weeks, this demand has grown so that an addi- 
tional fifty prints of the movie have been put 


into circulation. 
ok ok * 


Castle Films’ low-priced, topical films are win- 
ning added favor for lending new interest and 
variety to sales meetings. 
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Every professional facility is avail- 
able through Castle Films for the 
making of motion pictures for busi- 


ness uses. Whether studio sets are 
required, or exterior location 
scenes, or plant sequences, Castle 
experts can supply all demands. 


(} Me i) 
Bere 


avi 2 


“Are We Painters!” is a different 
kind of a sales promotion movie in 
that it is full of laughs induced by the 
antics of such well-known come- 
dians as Willie, West and McGinty, 
and George Shelton. The Finishes 
Division of du Pont is showing it. 


“On to Washington” is the title of 
a two-reel movie, sound and silent, 
which was produced for the Penn- 
sylvania R.R., and which is being 
distributed now for its third con- 
secutive year. Vacationists among 
teachers and students are seeing it. 


— 
» eI 


Sunkist enters many thousands of 
schools and clubrooms with its 
two-reel film, “Citrus on Parade”. 
Natural color scenes and the avail- 
ability of a recipe booklet make 
this film doubly welcome in home- 
making departments everywhere. 
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Would you give a half-a-cent 


a minute each for their 


CONCENTRATED ATTENTION? 








Half-a-cent a minute each to show them. 


.. to tell them... / ~ \ 
to demonstrate what you have to sell... That’s what a sound , 

Why N ? 
film, a talking picture, can do for you... when controlled by a hy Not Investigate 


Modern plan of showing. Find out what tremendous sales power a good 
film can have. In a few minutes we can ex- 
: ; ; 

Here’s where we come in... to show your film in any part plain to you how your present or future talk- 
of the country you wish, before the audiences you want... ing picture can be shown to specific groups of 
aoe ‘ a OS people in the proper way...at a low cost. Phone 
within the time limits Jom Spur ify. CIrcle 6-0910 in New York, or write us, now. 
And that mention of half-a-cent a person per minute is 
being ultra-conservative. For we’re showing many a film for 


less, much less. 















OER 
| Minune” 


} PICTURE 
| SERVICE 











MODERN TALKING PICTURE SERVICE, ING. — 


9 ROCKEFELLER PLAZA © NEW YORK, N. Y. 
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“The first thing the school is looking for is 
good factual films. The mere offer of a “free” 
industrial film no longer intrigues the school 
user; there must be something in that film 





tography and editing.” 


that will make a definite contribution to the 
school’s objectives, as well as meeting some 
well-defined standards of construction, pho- 


Godfrey M. Elliott. 
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Right Off the R 


@ As Tuls Issue is being distributed broadside 
throughout the country, the editor of BUSINESS 
SCREEN is enroute to Atlantic City, scene of this 
year’s annual convention of the National Edu- 
We are scheduled to take 


part in a discussion of “free materials in the 


cation Association. 


schools” at the kind invitation of President 
Paul Reed of the Department of Visual Intrue- 


tion of the N. E. A. 


airy solitudes of our editorial sanctum than to 


Better accustomed to the 


the speaker’s pulpit, we are nevertheless grate- 
ful for the privilege of appearing at this forum 
and to contribute our bit. with these sincere. 
forthright advocates of the true educational 
principles which must guide the future course 
of visual education in these United States. 

This contribution to a better understanding 
of one of the real problems in visual instruc 
tion is made at a time when the necessities of 
national defense demand an enlarged program 
of technical education, a thorough understand- 
ing of nation’s economic and mechanical re 
sources as well as actual military and air train- 
ing. At such a time when the production lines 
of American industry constitute the first line of 
our nation’s defenses, it is vital that every pos- 
sible vestige of insincerity and hpyrocrisy be 
cast aside to enable every foot of this powerful 
educational medium to help the schools to ac- 
complish the task at hand. 

We have been proud of our often-stated policy 
of demanding higher standards of industry’s 
film contributions. Good films, possessing the 
essential technical perfection and accuracy of 
detail, are no less valuable because they con- 
tain unconcealed mention of their origin. What 
is really needed here is an evaluation of all pos- 
sible subject matter of use to the school and 
subsequent rejection of unsatisfactory, technical- 
ly imperfect and downright subversive materials 
which have no place in the classroom. And un- 
derlying the whole situation is visual educa- 
tion’s need for a greater amount of subject 
matter not today adequately supplied by strictly 
educational sources. 

Education’s eight thousand-odd sound pro- 
jectors can be doubled and trebled within the 
year to come by a courageous, comprehensive 
program of selection, analysis and publicity 
based on a realistic appraisal of all phases of 
this problem. Let us be mindful of the eco- 
nomic advantages involved in the production of 


educational materials for a potential market 
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consisting of twenty or thirty thousand outlets 
where less than a third of that amount exists 


in the nation’s schools today. 


Of National Defense: 


* From Maurice Henle of the Tennessee Valley 
Authority comes news of the newly-released two- 
reeler TVA and a_ one-reel 
Defense. Both were made in cooperation with 
the National Defense 


Commentary for 


film Power for 


Commission. 
TVA was written by Arch 
Mercey; for Power for Defense by Robert Col- 
Plows, 


America’s 


Advisory 


lyer. Mercey directed both pictures. 
Planes and Peace which shows how 
farmers provide abundant food supplies to meet 
the demands for national defense has been pro- 
duced by the Department of Agriculture. In the 
Motor’s 
{viation presents 
the part which GM is playing in that phase of 
defense production, 


commercial-industrial scene General 


new film General Motors in 


Reviewed in this issue is 
the new Goodyear picture Goodyear Shoulders 
4rms; Goodrich is also in the news with a 
sound motion picture on that company’s part in 
defense production. America is on the march! 


Let other business leaders join in. 


Business Wants the Facts: 


* And distribution records being set by sever- 
al noteworthy film programs will furnish them 


as 194] barely gets under way. An analysis 





eel: Close-ups on the News 


of the widespread coverage achieved by a recent 
Westinghouse film program has received ou 
editorial scrutiny. It will be the subject of early 
discussion in these pages because it achieves 
what we have long advocated: a thorough sta- 
tistical breakdown of every type of audience 
reached. Another sponsor has done a similar 
intensive research job by following represen- 
tative audience groups with a door to door 
checkup survey to discover the relation between 
the film and actual sales. In this independent 
analysis it was discovered that a three percent 
direct sales result had been recorded. 


Films to Meet Group Interests 


* The many thousands of copies of each issue 
of Business SCREEN are for the most part di- 
rected only to business executives of concerns 
utilizing the film medium in one of its many 
phases and that is our purpose. Increasing num- 
bers of copies are now also supplied to sub- 
scribing visual educators and to program chair- 
men of national groups whose members regard 
films as one of the best sources of stimulating 
educational material. 

It is in the interests of these groups that we 
address a plea to sponsors. 


Many program 
chairmen, 


including American Legion and 
Chamber of Commerce heads, have called on 
us personally to suggest continuous programs 
of films suitable for advance promotion and 
announcement among members and genuinely 
informative to the membership. 
can be done along these lines. 


Much more 


These men and women represent the very life- 
line of American public opinion. Their par- 
ticipation in community and group affairs at- 
terests their out-of-the-ordinary interest in such 
matters. Often they are the business and intel- 
lectual leaders of their communities. In the 
case of women’s groups, the members primarily 
seek the truth in matters of consumer and prod- 
uct education. The fact that they are exposed 
to subversive and anti-business propaganda is 
all the more reason why business should take 
this opportunity to make its true story known. 

There are more than ten million such organ- 
ized Americans. Their words and deeds have 
important bearing on the actions of at least a 
like number among their families and friends. 
Let us, respecting the truth and minimum stand- 
ards of technical perfection, provide this most 
likely medium of entertainment and education 
to which they are already very sympathetic. 


O. H.C. 
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FILM INDEX taint wing industries 


Aviation 
Title: “Building of the PBY Record Breakers.” 
Subject: Construction of the PBY flying boat. 


Sponsors: Consolidated Aircraft Corp., San 
Diego, Cal. 

Title: “Producing the P-36.” 
tions at Curtiss Wright plant, now closed to 
the public. 


Subject: Opera- 


Sponsor: Curtiss Aeroplane Divi- 
sion, Curtiss-Wright Corporation. 

Retail Sales Training 

Title: “Right 100% Right.” Subject: Mod- 
ern methods of rug merchandising, including a 
demonstration of how to match a carpet to a 
room color scheme. Sponsor: Alexander Smith 
& Sons Carpet Co. See Prevues this issue. 

Title: “The School of Charm.” Subject: Fash- 
ion selling, and coordination among fashioned 
personnel. Sponsor: Frank & Seder Co., Pitts- 
burgh. Comment: Movie and coordinated pro- 
gram have been given to the University of Pitts- 
burgh’s Research Bureau for Retail Training. 
and may be used by personnel departments in 
other stores. 

Consumer Education 

Title: “The Story of Color Added.” Subject: 
Adding color to oranges. Sponsor: Food Ma- 
chinery Corporation. 

Flour Milling 

Title: “Give Us This Day—The Story of Bread.” 
Subject: Building consumer acceptance toward 
the place of bakery foods in the balanced diet. 
Sponsor: International Milling Co. 

Florists 

Title: “High Lights of the Greenhouse Indus- 
try.” Sponsor: Harry H. Woolley, Richmond, 


Ind. 


Railroads 

Title: “The Power Behind the Nation.” Sub- 
ject: Story of bituminous coal, its meaning to 
the industry and economy of the world. Sponsor: 
Norfolk and Western Railway Company. (Pro- 
duced 1940) 
to exhibit the picture at coal meetings, con- 


Comment: Railroad officials plan 


ventions. civic clubs. schools. colleges. trafhic 
gatherings, etc. 

Government, Civic 

Title: “Merit System Subject: 
Portrayal of merit selection and career building 


Advancing.” 


in New York City’s civil service. 
Municipal Civil Service Commission of New 
York City. Comment: Available without charge 


Sponsor: 


to schools civic groups, clubs and other organi- 
zations. 


Public Utilities, Natural Gas 

Title: “The Fires Must Never Go Out.” Sub- 
ject: The complicated organization behind the 
distribution of natural gas. Sponsor: Arkansas- 
Louisiana Gas Company. See Prevues this issue. 
Comment: Designed for consumer education. 
Public Utilities, Electricity 

Subject: Manufacture and distribution of elec- 
tric energy from hydro-electric and steam 
plants down through distribution from. sta- 


subjects now 
served 
tions and substations to consumer. Sponsor: 


American Gas and Electric Co. 
Subject: Manufacture and distribution of elec- 
tricity from the plants where it is made to its 
use in homes, stores, factories. Sponsor: Cen- 
tral Hudson Gas and Electric Corporation. 
Comment: May be shown before school, church, 
grange, service club gatherings, or any other 
group consisting of 25 people or more. Appli- 
cations can be made at any Central Hudson 
office. 

Publishers’ Promotion 

Title: “The All American Way.” 


Annual 


Subject $ 
sports promotions of the Chicago 
Tribune, including Golden Gloves tournament. 
Sponsor: Chicago Tribune. Producer: Wilding 
Picture Productions, Inc. Comment: Running 
time 30 minutes. 16 mm. sound film available 
to schools, civic organizations and churches free 
of charge. Distributed through Tribune Public 
Service office. 35 mm. sound film for theatres 
distributed by Business Survey Dept. See review 
this issue. 

Insurance 

Title: “Pleasure Afloat.” Subject: Power boat- 
ing. Sponsor: Aetna Life Insurance Co. with 
the Automobile and Standard Fire of Hartford, 
Conn. Comment: Available through agents of 
the Automobile and Standard Fire for showings 
before yacht clubs and other organizations. 
Glass Industry 

Subject: Manufacture of glass. Sponsor: Pitts- 
burgh Plate Glass Co. 

Subject: Methods of making laboratory glass- 
ware. Sponsor: Corning Glass Works, Corn- 
ing, N. Y. 

Banking 

Title: “New Hampshire’s Heritage.” Subject: 
Trends down through generations in this sec- 
tion of New England, and development of 
savings banking. Sponsor: Savings Banks As- 
sociation of New Hampshire. Comment: Di- 
vided into two parts, one for use in theatres, 
the other for school and civic organizations. 
Cement Industry 
litle: “Limited Ways.” 
of super highways. Sponsor: Portland Cement 
Association. 

Government, Federal 

Title: “Federal Aid to the States for Education.” 
Subject: Democratic principle underlying the 


Subject: Development 


free public-school system, showing evidence of 
widespread failure to put this principal into 
operation. Sponsor: American Federation of 
Comment: Available to locals and 
other organizations. 

Railroads, Engineering 

Subject: What actually happens in a locomotive 


Teachers. 


firebox fired at various rates of combustion. 
Sponsor: Standard Stoker Company. 

Paint Industry 

Subject: Graphic demonstration of how to 
paint boats and how to use various types of 
marine finishes. Sponsor: Pettit Paint Company. 
Comment: 16 mm. Kodachrome film. 
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AUDIO-VISUAL 
EDUCATION 


® With business pictures, results 
frequently are measurable in in- 
creases in sales and inquiries. But 
what measurement can be applied 
to the film used in classroom and 
school assembly? A round table on 
visual and radio education, held 
early in January during the pro- 
gram of dedication of the Univers- 
ity of Southern California’s Han- 
cock Hall, devoted to scientific re- 
search, spent more than an hour 
analyzing, 
methods and results of measure- 
ment, led by a panel of half-dozen 
educational film users. 


discussing, suggesting 


SHORTEN LEARNING TIME 
Bruce A. Findlay of the Los An- 
geles City Schools System asserted 
that “films, transcriptions and ra- 
dio are the one proved thing for 
increasing the diffusion of knowl- 
edge in a shorter time and at a 
lower cost.” Proof of increased re- 
tention of learned material was 
given in the experiment which show- 
ed that among 2800 children in 
three groups classes using films 
were 20 percent more effective than 
those not using them, and _ that 
among the former, three months la- 
ter, there was 38.5 percent retention 

of data seen on the screen. 


NO STRAIN TO EYES 

Measurement of the effect of mo- 
tion pictures on the eyes as con- 
ducted by two leading Los Angeles 
physicians brought forth a startling 
fact: Two groups of 150 each, none 
with visual defects, provided a com- 
parison between reading and watch- 
ing the screen; the first group read 
for 45 minutes and had a 43 per- 
cent fall in visual acuity; the sec- 
ond group watched a motion pic- 
ture for an hour and a half and 
their drop in visual acuity was only 
21 percent. Those who had read, then 
saw the picture, and the fall was 
markedly less. “Provided they are 
well-taken and well-screened, there 
is no evidence that motion pictures 
hurt the eyes.” Findlay reported the 
physicians as saying. “In provid- 
ing exercise for the eye muscles, 
motion pictures may actually prove 
beneficial.” 

Francis Noel, of the Santa Bar- 
bara (Calif.) schools declared that 
the greatest need today was not for 
more projectors or more good films. 
but a way of selecting pictures and 
making them produce best results. 
He asserted that a good teacher 
could get value from a poor film, 

(Continued on Page 33) 
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HOTPOINT'S 
THEATRES 


PICTURE 
THROUGH 


I FONTS” 
SLAME IT § 


___ON LOVE |” 





By Dorothy Washburn 


@ WHEN HUSBANDS START FUMBLING 
to untie marital strings you can 
Blame it on Love, according to Hot- 
glamorous picture 
by that name. But all is not lost, 
If the light-of-your-life slams 
the door on leathery steaks and 
smoky potatoes it’s not a matter 
for the court of domestic 

maybe it’s only a lack of modern 
electrical cooking equipment. 

And lest that sound far fetched, 


point’s motion 


Oo Is 
girls. 


relations 


look how women all over the 
country responded to such a sug- 
gestion. We'd say, offhand, that 


some of us girls have been worried 
about our homemaking abilities. 
THE LADIES LIKE IT 
Blame it on Love, readers of 
BUSINESS SCREEN will recall, 
story of a popular songstress, Joan 


is the 


Marsh, who falls in love with the 
scion of a wealthy family, John 
King. He disregards his family’s 


they are married, and 
the newlyweds go it alone as she 
tackles the difficult job of house- 
keeping. Then young love gets a 
jolt when the groom drops the 
bride until she meets up with a 
new angle on that ancient supersti- 
tion about the way to a man’s heart. 


objections ; 


Proof that Blame it on Love had 
that certain “something” was the 
near-stampede of the ladies to deal- 
er’s stores after viewing local show- 
And did these 
dealers act surprised about it? Not 
a bit. They started the whole thing 
and they 
tions and salesbooks. 


ings of the picture. 


were ready with sugges- 


“We are well pleased with Blame 
Love and the 
it produces,” said one retailer. “We 
sold one range right on the lobby 
floor of the theatre 
are rolling in.” 

“Blame it on 


it on sales results 


more sales 


Love shown once 





This audience braved wintry winds to attend Hotpoint’s showing of “Blame 
Atlanta 
held in 
(Below) The 
big moment of drawing for a Hotpoint range 
given by a 


It on Love” sponsored by an 
Audiences like this were typical 
towns last fall under local 


waits expectantly as the 


climaxes another successful 


enterprising 
utility 


evening program 


dealer in recently. 


similar showings many 


auspices. audience 


local dealer. 























PROGRAM 
ACTIVE 


DEALER 


to 775 people. Tremendously suc- 
cessful. Five appliances sold so 
far as a direct result of this pro- 
motion. Our total promotion cost 
was only $57,” writes another re- 
tailer after his local showing. 


DEALERS CITE SUCCESSES 


Other comments include: “Theatre 
not large enough to handle crowd of 
over 500 people who came to see 
Blame it on Love. Audience en- 
joyed picture tremendously. Need 
to hold aonther showing to accomo- 
date those who were turned away 
at the door.” 

“Theatre jammed for Blame it on 
Love showing. Had to turn away 
200 people. 3000 people gathered 
on the courthouse lawn for the 
range drawing.” 

“Blame it on Love shown twice 

» 300 people. Seven Hotpoint unit 
sales are directly attributable to 
this promotion.” 

“Blame it on Love was a spar- 
kling success here . . . the best part 
is we have plenty of red hot pros- 
pects as a result.” 

“Attendance of 3000 people at 
Blame it on Love show was far 
beyond our fondest expectations.” 

Similar comments were received 
from utilities and other dealer out- 
lets who actively promoted the film. 


ATTRACTS FINE AUDIENCES 

To satisfy a natural skepticism 
about the class of these audiences 
we looked closely and couldn’t find 
any of the “fluff element at all. We 
had to admit these were women with 
money to buy home appliances. 
Young matrons for the most part, 


with neat costumes, hats securely 
anchored, straight stocking seams 
and serious expressions. Dealers 


reached this class with Hotpoint’s 
clever about inviting 
women’s clubs, lodge members, and 
the use of direct mail promotion. 
And they kept the youngsters away 
by showing the picture in the local 


suggestions 


SHOWS 


TO PACKED 
PROMOTION 


high school before it was screened 
downtown! 

Several prize plans were used 
drawings on an electric range, a 
free paring knife, Hotpoint Menu 
Makers and merchandise certifi- 
cates, as well as combinations of 
One retailer that 
out of twenty merchandise certifi- 
cates away, 
deemed on Hotpoint major appli- 
ances within forty-eight hours! 

Which all seems to prove that 
Hotpoint’s dealers showed us up as 
conscientious homemakers after all, 
as anxious to please our families 
with efficient new home appliances 


these. reports 


given seven were re- 


as to save our faces and figures 
by eliminating 
household chores. 
to remember that 
minded. And that we appreciate 
being taken seriously in these mat- 
ters of learning the whys and 
wherefores of modern electrical 
kitchen aids to better living. 


beauty-robbing 
Clever of them 


we're all movie 


OVER 





(Above) Straight to the dealer's 
store after the showing went these 
ladies; (below) an afternoon crowd 
on its way to a Hotpoint showing. 








Typical scenes from Hotpoint’s 


Hotpoint Show Adds 


* Produced to replace the Hotpoint 
product trailers shown with Blame 
sound motion 
{nd the Pursuit of 
Happiness has just been completed 
by Wilding Picture Productions. 
Intended to help Hotpoint retail- 
ers get the full benefit in 1941 from 
their 


it on Love, a new 


picture entitled 


motion picture advertising 
programs, this exciting and roman- 
lic picture tells the story of wo- 
man’s “pursuit of happiness” in het 
daily work. It depicts in thrilling 
sequences the role played by re- 
search and engineering in freeing 
her from household drudgery. 
The story begins with the early 
development of George A. Hughes’ 
first successful electric range, and 
shows in exciting scenes just how 
each new Hotpoint 
took place as the result of a defi- 
need of homemakers. Not 
only is the story fascinating but it 
gives clear, definite answers to wo- 
men’s questions about dependabil- 
ity and operation of electric home 


development 


nite 


appliances. 
The romance of home appliances, 
ind the Pursuit of Happiness is a 


history in which the American 


“Pursuit of Happine s3”" 





This lobby display was arranged by 
a Hotpoint dealer through the co- 
operation of his local theatre man- 
ager during showings of “Blame 
It on Love.” (Courtesy Maxon, Inc.) 
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(Wilding) 


Product Film 
homemaker’s “pursuit of happiness” 
Fast 
takes the audience into the 


is inescapably bound. mov- 
ing, it 
homes of  yvesterday 
need for “a better way” was born. 


Hot- 


research 


It goes behind the scenes in 


points engineering and 
laboratories; into the Hotpoint fac- 
and into Hotpoint’s test kit- 


visualizing and dramatizing 


tory: 
chens. 
the reasons why Hotpoint appli- 
ances are unsurpassed in dependa- 
bility and quality. It succeeds in 
painlessly translating the technical 
qualities of Hotpoint home appli- 
ances into terms of “use value,” eas- 
ily understood by the average 
woman. 

{nd the Pursuit of Happiness is 
30 minutes in length and is avail- 
able in 16 and 35mm. sizes. Hot- 
point retailers are planning to use 
it in combination with Blame it on 
Love, the popular Hotpoint film 
introduced last year. Together, they 
provide a complete entertainment 
program. 

Schools and colleges as well as 
the general public will be interested 
And 


in the educational angle of 
the Pursuit of Happiness. 





California utility dealers pose with 
one of the fortunate winners of a 
Hotpoint electrical range presented 
at a film showing. Excellent dealer 


sales results were obtained. 


Not Point 


circtpe Rawoe 


BLAME 17 ON LOWE” 





where the 





VITAMINS usted co DEFENSE 


National Dairy Council’s New Health Film 


@ We ALL LIKE our three squares a 
day, and not many of us try to get 
along with less—if we can help it. 

There is, of course, the story of 
the horse that was gradually wean- 
ed from eating; and if the horse 
had lived, someone would have 
had something there. , 

As human beings, most of us may 
feel that three trips to the lunch 
counter each day may do the trick 
adequately; but a lot of folks seem 
to like a snack now and then be- 
tween sessions of ordinary eating. 
This it seems, according to modern 
theory, is perfectly permissible, if 
we are only careful as to what we 
stoke with at the 
teen fuelings. 


ourselves in-be- 

Doctors tell us that what we eat 
has a definite effect on our 
health, vitality and ability to do our 
work more easily. 


very 


Vitamins, cal- 


ton Holmes Films is the producer. 

The theme of the new film is the 
necessity for good health for any- 
one who flies or takes any part in 
aviation. Special permission has 
been granted by the War Depart- 
ment to shoot scenes at one of the 
Army Air 


Northwestern 


Corps detachments. 


University is coop- 
erating, and sequences will be shot 
of civilian pilot training under su- 
pervision of the Civil Aeornautics 
Authority. 


ardesses must pass rigorous physical 


Airline pilots and stew- 


exams; and health is essential also 
to the thousands who now are fly- 
light 
business and for fun. 


ing their own planes for 

The film is slanted to emphasize 
the importance of eating the right 
foods, including generous quanti- 
ties of milk and other dairy prod- 


ucts to build and maintain the good 





The National Dairy Council advises milk for health in its films. 


cium, and other elements all play 
their part in keeping us full of 
pep and the old youthful vigor. 

The National Dairy Council, for 
nearly a quarter of a century has 
been educating Americans to the 
value of eating the right foods in 
order to make us a nation of health- 
ier individuals. 

Motion pictures play an impor- 
tant part in this educational pro- 
gram. The executives of the Na- 
tional Dairy Council are staunch 
believers in the value of films in 
their promotional and educational 
activities. The Council used movies 
even back in the silent days. 

A year ago Burton Holmes Films, 
Inc. produced for them a_nutri- 
tional sound movie, More Life in 
Living. The National Dairy Coun- 
cil works in cooperation with some 
forty Local Dairy Councils located 
all over the country. The film 
has been used by these Local Coun- 
cils as well as by the national 
group, and results have been so out- 
standing that another film is now 
in production with the working 
title, America Learns To Fly. Bur- 


health so essential in all aviation 
activity. 

Furthermore, the fact is stressed 
that high diet standards as a means 
to good health are vital to the 
strength of the nation. 

This is a matter of first import- 
ance today, when the manpower 
and industry of the nation is gear- 
ed to defense, and when for every 
man in about 
twelve men engaged in second line 
defense work in factories and indus- 
trial plants, turning out items of 
necessity from bombing planes 
and machines tools to shoe laces. 

One of the fondest hopes in the 
present struggle, wishful thinking 
or not, is that the Nazis may col- 
lapse through malnutrition. Cer- 
tainly that is one offensive purpose 
of any blockade in wartime. If it 
works, it may at the same time un- 
leash on the world a scourge of dis- 


uniform there are 


eases that no expanse of ocean can 
keep from sweeping across to our 
shores. It then to 
keep our own civilian and uniform- 


ed fighters in the pink of physical 


behooves us 


(Please turn to Page 24) 
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* Backgrounding its approach to 
the subject of national defense by 
tracing the development of the cur- 
rent war’s beginnings as far back 
as the Fall of 1936 in Spain. war’s 
proving ground, Goodyear’s new 
sound picture, Goodyear Shoulders 
irms, produced by Pathe, develops 
the story of Mars’ march 
Europe, pointing out that Ameri- 
ca’s method of life is a challenge 


across 


to the powers that would destroy 
democracy. 

The picture carries the thread of 
this line of approach to show peace- 
ful pursuits in America as con- 
trasted to those in Europe, warning 
that this country must quickly forge 
its defense for the preservation of 
the worthwhile way of life as resi- 
dents of the United States know it. 

From this point on the film pic- 
tures the Goodyear story of rubber 
production and fabrication, its re- 
search; the company’s development 
of lighter-than-air craft. balloons, 
plane wheel and brake assemblies. 
self-scaling gas tanks, Life Guard 
tubes, flotation gear for forced land- 
ings of planes and crews, mechan- 
ized tank treads, gas masks and so 
down a long list of defense units 
now rolling off the assembly lines 
at Goodyear plants. 

In conclusion, the film dramati- 
cally points out that rubber fights 
for democracy today and is pre- 
pared, if necessary, to fight for it 
tomorrow. 

Well planned. carefully 
graphed and intelligently edited. the 
motion picture Goodyear Shoulders 


photo- 


Irms, should prove a popular film 
for showing in luncheon clubs and 
at schools and colleges. not only be- 
cause it has a timely appeal but 
because it is highly instructive. 
carrying pertinent defense prepara- 
which 
American will be interested. 


tion information in every 


Publicizing Promotions 


* Continuing the path of success- 
ful film promotion by the Chicago 
Tribune in its previous productions 
of sound motion pictures including 
the familiar Trees to Tribunes, the 
activities of the Tribune’s sports 
department are represented in a 
new picture. The All American 
Way, produced by Wilding. 
Establishing a procedure which 
will be interesting to newspapers 
contemplating similar promotions. 
the Tribune premiered The All 
{merican Way before an audience 
of Chicago celebrities in the hand- 
some studio theatre of WGN. Fol- 
lowing this, the picture has been 
the subject of daily promotional 
publicity and advertising on the 
sports pages and has been shown 
clubs. other 


hefore lodges and 
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addition, it 
is showing in Chicago and other 
Midwestern theatres. 

This form of distribution may 
be considerably extended before 
long because of the interest stim- 
ulated by the paper’s own publicity 
features, as well as the news and 
interest of the film’s subject matter 

thirty minutes of fast-moving 
Included are the Sil- 
ver Skates Derby, the swimming 


group audiences. In 


sports events. 


meet, golf school activities, all star- 


football game, all-star baseball 
game, and the Golden Gloves 
tournament. 


The 16mm. sound film is avail- 
able to schools, clubs, civic organ- 
izations and churches free of charge 

distributed through the Tribune 
Public Service office. The 35mm. 
sound film produced for screening 
in theatres, is distributed through 
the Tribune's 
Department. 
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In scenes above from the new DuPont (Finishes Division) motion picture, 
the famed comedy team of Willie, West and McGinty mix hilarious moments 
with serious ones as the audience learns about craftsmanship. (Castle Films) 








Vacuum tube principles explained in a new Western Electric picture. (Audio) 


Our Correspondent at School 

#1 didn’t go to M.LT. and I al- 
ways wondered what made the tele- 
phone work, to say nothing of my 
radio. Oh yes, I remember in 7A 
physics we learned about sound 
waves and electricity, but it just 
didn’t register; we always skipped 
over tubes, like in your radio, and 
Well, now I 
these vacuum tubes are like 
a tree full of monkeys throwing 
coconuts through a venitian blind 
at another monkey who has his 
head through a bulls-eye, like that 
colored boy in a carnival. 


then where are you? 
know; 


It’s just 


as simple as that. The monkeys in 
the tree are the action of the fila- 
ment, the coconuts are electrons, 
the venetian blind is the grid, and 
the boy in the bulls-eye is the plate. 
I found all this out at a new movie 
called A Modern Aladdin’s Lamp 


which has 


some of the neatest 
technical animation that I’ve ever 
seen. 


It’s unusual for a picture of this 
type to keep up actual suspense. 
Well, you ought to see this one. As 
soon as your mind forms a question 
(and this picture sees that it does) 
they drag out monkeys or some- 


The Chicago Tribune sponsors “The All-American Way” (Wilding) 





thing like that and everything is 
clear again. 

Don’t get the idea that all it has 
is monkeys, however; there’s Lowell 
Thomas, and some beautiful shots 
of the type we banally call “factory 
run-around”. This film “runs 
around” Western Electric’s New 
York City plant where you can see 
them making huge vacuum tubes, 


masterpieces of hand craftsman- 
ship. 

Western Electric has made this 
picture (via Audio Productions) 


for school and club showings. It’s 
just the ticket. x. &. 5. 


DuPont Backs Craftsmen 


The Finishes Division of E. I. du- 
Pont de Nemours & Co., Inc. has 
picturized its story of house paints 
and finishes in the Dulux line for 
painters and painting contractors 
for the third time in as many years. 
Noting recent trends to the theat- 
rical motion pictures in sales pro- 
motion, Charles Culp, Advertising 
Manager of the Finishes Division of 
DuPont specified that this year’s 
picture possesses a maximum of en- 
tertainment value along with a com- 
plete message on the DuLux line 
as well as sales suggestions to paint- 
ing contractors and story material 
to discourage home owners from at- 
tempting cheap painting jobs or 
calling in “handy” men to do slip- 
shod work. 

The producer, Castle Films. pre- 
pared a story written around Willie. 
West & McGinty, the hilarious com- 
edy team which made such a hit at 
the New York World’s Fair Acqua- 
cade. This group specializes in 
pantomime comedy and gags which 
are easily adapted to the require- 
ments of the new picture titled. 

(OVER) 
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(Continued from the previous pag_) 
Are We Painters. The story brings 
them into the picture as “handy” 
men who succeed in providing an 
awful example of what happens 
when combined gardeners, plumb- 
ers, carpenters, lawn-mowers, cess- 
pool cleaners and painters attempt 
to paint a house. There is, however, 
a house painted in the film by ex- 
perienced craftsmen and it is the 
contractor in charge who puts over 
the DuPont 
facts about proper painting. 
Stellar cast supports Willie, West 
& McGinty, including George Shel- 


story as well as the 


don of the radio team of Howard & 
Sheldon. The picture was produced 
in New York under the direction of 
Don Hancock of the Castle staff 
with a camera staff headed by John 
Lepanne. DuPont is now showing 
the picture to audiences of painters 
and contractors and it is planned 
to reach consumer audiences later. 


Science of Air Conditioning 


@ Concurrently with an increased 
advertising program for 1941, the 
Carrier Corporation has released 
the company’s first picture, titled 
Weather by Carrier. It is a dram- 


atization of science at work and 
was inspired by the lecture demon- 
stration given in the Carrier Igloo 
at the New York World’s Fair. It 
is an informative and pleasing 
presentation. giving the how, why 
and what of one of the greatest de- 
velopments made by man in this 
age. Goldfish are seen living in 
a bowl of water squeezed from 
air saturated with humidity, canar- 
ies saved from perishing in a dust 
storm by a filter, and a graphic 
illustration of heat being given off 
by the body of the average human. 

The film was produced by Castle 
Films, New York, and will be dis- 
tributed by them. It is scheduled 
to show to over a half million per- 
sons in schools, clubs. churches 
and other groups within the next 
few months. 

The picture recently previewed 
by the press in New York and Chi- 
has been acclaimed a real 
At Car- 
riers New York preview party in 


the Waldorf-Astoria, Dr. Willis H. 


Carrier, the father of air 


cago, 


contribution to education. 


condi- 


tioning welcomed the guests. 


Army Orders Lockheed Film 
* The United States Army 
dered 100 prints of the new Lock- 
heed production, Look to Lockheed 
for Leadership, for use in training 


has or- 


camps, and a duplicate negative has 
been supplied. -Addition of a new 
Lockheed 
P-38 adds considerable punch in 
the ending of an already dramatic 
production. Tradefilms 


sequence featuring the 


produced. 
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George Shelton is Alexander Smith’s laugh-winning rug retailer. 


(Audio) 


Professor Quiz Stars in Alexander Smith Film 


* A 30-minute sound motion pic- 
ture, Right—100% 
radio’s Professor 


Right, starring 
Quiz and Bob 
Trout has been completed by Audio 
Productions for Alexander Smith & 
Sons and C. H. Masland & Sons. 
rug manufacturers. The new sound 
picture, soon to be shown to rug 
salesmen in all parts of the United 
States, 1941 
tising and merchandising plans for 


explains the adver- 
the two companies. 

The movie illustrates Colorama. 
Alexander Smith’s sales plan for 
1941, 


“biggest news in the rug industry 


which is described as the 


since Floor Plan.” Colorama is a 
new idea in home decoration which 

flatter 
blonde. 


suggests color schemes to 
the five color types 
brunette, titian. brown haired and 
silver gray. Of equal importance. 
Colorama helps the salesman to un- 
derstand color and use it effectively 
in consumer selling. 

Also shown is the Masland cam- 
paign which features “settings of 
the stars” through a cooperative ar- 
rangement with Paramount Pictures 


Masland 


will be used in 


where rugs and carpets 
the sets of Para- 
mount’s top releases in 1941. Mas- 
land’s theme is—*Masland rugs are 
beautiful enough to be ‘chosen as 
settings for the world’s most beau- 
tiful women, yet hardy enough to 
stand the famous- Masland Ar- 
gonne sidewalk test.” 

After careful consideration the 
“quiz type” of movie was selected 
as the best way of acquainting the 
salesman with the new sales plans 


of Alexander Smith and Masland. 


The movie itself, (scripted by Sher- 
man Rogers) shows Professor Quiz 
CBS 


“quizzing” five contestants on floor 


and Bob Trout in a studio 
coverings and home decorations. As 
questions are asked, the movie ef- 
fectively employs the device of 
to a rug store, the mill. 
Clara Dudley’s office. etc., to better 
illustrate a point. 


Alexander Gray, former singing 


“fading” 


star of the movies, takes the part 
of Mr. Gregory of Good House- 
keeping, a contestant. George Shel- 
ton of Howard & Shelton, famed 
comedy adds a humorous 
touch to the movie with his inter- 


team, 


pretation of a rug store owner. 
Other contestants are Clara Dudley. 
Consultant for Alex- 
ander Smith, played by Helen Haw- 
ley; and Mr. and Mrs. Middleton, 
the average consumers; enacted by 
Ruth Lee and Phil Ober. who re- 
cently played the lead in the Broad- 
way success, “Kiss the Boys Good- 


Decorating 


bye.” 

Right 100% 
Right! for retail sales personnel 
are being arranged throughout the 
Approximately 200 show- 
ings, it is estimated, will be held 


Showings of 


country. 


in the spring months. The film 
will later be: available for con- 
sumer groups, store promotions 


and for educational purposes. 
Right—100% Right! follows in 
the footsteps of three other suc- 
cessful movies which are still avail- 
able for They are: 
Nearly Right Won't Do, an enter- 
taining 


showings. 


about Alexander 
Smith Rugs and carpets with mu- 


story 


Carrier Corporation tells the fascinating story of its development. (Castle) 





er 
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sic, the Three Jesters of radio fame, 
and a technicolor se- 
quence; For the Nation’s Homes, a 
20-minute sound film about Mas- 
land rugs and carpets featuring 
Lowell Thomas, and Modern Manu- 
facture of Carpets and Rugs, a 25- 
minute sound picture, educational 
in content showing the complete 
process of rug manufacturing at 
the Alexander Smith & Sons’ mill 


in Yonkers, N. Y. 


handsome 


Campaigning for New England 
* Campaigning to attract new in- 
New England, The 
Haven Railroad has brought 
This Is 


depicting the area’s 


dustries to 
New 
out a new motion picture 
Vew England 
industrial advantages and tracing 
their steady development through 
the past 300 years right up to the 
present era. 

The two-reel sound film was pro- 
duced only after several careful 
analyses of New England’s indus- 
trial situation had 
New Haven that the numerous ad- 


vantages responsible for the re- 


convinced The 


gion’s industrial progress _ still 
abounded. 


The first showing was given be- 
fore some 400 members and guests 
of The Advertising Club of Boston 
at a luncheon January 7. Two years 
earlier, the same club had been 
honored with the premiere of an- 
other successful New Haven sound 
film—New England—Y esterday and 
Today, a graphic presentation of 
the many recreational facilities and 
attractions of the six Northeastern 
states. This film already has beers 
seen by millions of persons in the 
Eastern, Central and Southern sec- 
tions of the country and at the 1940 
New York World’s Fair. 

Both films were produced by the 
Jam Handy Organization of De- 
troit, under the close supervision of 
railroad officials. 

Giving a comprehensive picture 
of the growth and present activities 
of New England, which now pro- 
duces nearly 20 per cent of the 
defense needs of the world’s great- 
est nation, the film will be available 

in either 16 mm. or 35 mm. 
for showings to industrial and com- 
mercial groups and organizations, 
to schools and clubs, and to other 
similar groups. 

The New Haven’s film shows the 
important part played by rivers, of 
which there are 19 principal sys- 
New England 
“industrialists” 


tems throughout 
har- 
nessed to provide power for mills 


and factories. 


which early 
Today this source 
has been augmented by cooperative 
utilities, 


furnishing reliable and 


(Please turn to Page 24) 
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Plows, Planes and Peace 


@ New FILM PRODUCTION cooperat- 
ing with the nation’s task of arm- 
ing for defense is already evidenced 
in the completion of several mo- 
tion pictures. note- 
Plows. 
Planes and Peace, produced for the 
United States Department of Agri- 
culture and two films on the na- 


Especially 


worthy among these is 


tion's power resources, TVA and 
Power for Defense. 
tion by the U. S. 


Corps, 


Film produc- 
Signal 


forty-two 


Army 
which included 
subjects last year, continues to in- 
crease with personnel of the Pho- 
tographic Branch now considerably 
enlarged. Outside production fa- 
cilities are found necessary in or- 
der to meet the present extensive 
training film 


army requirements. 


Agriculture's Defense Aids 


* Motion pictures produced by the 


United States Department of Agri- 
culture are of the instructional 
type, designed to disseminate in- 
formation developed by the Depart- 
ment and cooperating agencies on 
agricultural subjects such as im- 
proved methods in agriculture and 
home economics, production con- 
credit. 
forestry, land use, marketing, and 


trol, conservation, farm 


PART ONE OF 
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A NATIONAL 


kindred subjects, and to increase 
the effectiveness of cooperative ex- 
tension work. 

The Department maintains a li- 
brary of films which are available 
free of service charge from the 
Washington office. Since these films 
are made for definite official pur- 
poses the aim of distribution is to 
The re- 
maining prints are placed where 


serve these purposes first. 
applications indicate they should 
serve the best use. The limited dis- 
tribution facilities make it impos- 
sible to comply with a large num- 
To al- 


leviate this situation, and provide 


ber of unofficial requests. 


for the widest possible distribution 
of available prints, arrangements 
have been made with a number of 
State 


prints of Department of 


distribute 
A gricul- 


institutions — to 


ture films. 

The Department’s 1941 Motion 
Picture Catalog is now in process 
of publication, and will be ready 
for distribution in six weeks. Of 
especial interest in the list of pic- 
tures is one entitled Plows, Planes, 
and Peace—a defense picture, re- 
cently released, which shows how 


America’s farmers, through the 


Ever Normal Granary, and other 


DEFENSE 


phases of the Agricultural Adjust- 


ment Administration’s farm pro- 
gram, have provided the abundant 
food supplies to meet the demands 
for National Other de- 


fense pictures, now in production, 


defense. 


will be released in 1941, according 
to Raymond Evans, Chief of Mo- 
tion Pictures for the Department. 


America's Power Resources 


On August 1, 1940, the Tennes- 
see Valley Authority started work 
on national defense expansions au- 
thorized by Congress to increase 
the Authority’s power capacity by 
300,000 kilowatts. 
sional authorization was made up- 
recommendation of the 
National Defense that 
this additional power is urgently 


This Congres- 


on the 


Council of 


needed to provide for greatly ex- 
panded national defense needs in 
Valley. 


large quantities of aluminum for 


the Tennessee including 
airplanes. 

The Authority has just released 
a new 2-reel picture entitled 7)/A 
which has a number of sequences 
devoted entirely to this national de- 
fense work. These include scenes 
Cherokee Dam and _ the 
Watts Bar steam plant under con- 


showing 


SERIES: FILMS 


REPORT 


struction; the World War muni- 
tions plant at Wilson Dam, a por- 
tion of which is now being used 
to produce high analysis phosphate 
fertilizer; production of aluminum 
in the huge Alcoa plant of the 
Aluminum Company of America, 
capacity of which is now being 
doubled to care for additional de- 
mands for national defense; pro- 
duction of shells in a large factory 
at Knoxville, marine 
boilers being made at Chattanooga, 
textile mills at work on 
defense orders for uniforms and 


Tennessee: 
Tennessee; 
accessories; shoe factories, turning 
out boots and shoes for soldiers: a 
rapidly expanding airplane factory 
at Nashville, Tennessee; and manu- 
facturing plants for chemicals es- 
sential to national defense. 

The film was made in conjunc- 
tion with another produced by the 
National Com- 
mission in cooperation with TVA. 
The other film produced, which is 


Defense Advisory 


called Power for Defense, is de- 
voted entirely to scenes of power 
resources and industrial production 
for defense. 

Power for Defense is expected to 
be released soon for national dis- 
tribution to theaters. 


FOR ACTION 
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@ A MOVIE IS NOT A RABBIT pulled out of a hat. 
nor yet is it the result of a single stroke of 
genius by means of which a picture emerges 
full grown from the brow of some _ twentieth 
century Zeus. It is a highly specialized profes- 
sional job necessitating expert talent in every 
phase of its evolution. Let the amateur beware! 

If there is anything in the way of a latter 
day miracle or magician’s trick to the making 
of a talking motion picture it lies in an infinite 
capacity for taking pains, in a system of check 
and double check, in meticulous attention to 
the details of organization. By these means 
costs are controlled and a number of compli- 
cated operations woven into one coherent and 
artistic whole. The result may look like wizardry, 
but the process is one of systematization and 


coordination. 


THE PICTURE: “Deudening Din” opens show- 
ing sleeping man exposed to early morning 
noises. The three pictures at the left are from 
Job M-611. The circles represent sound waves, 
moving out from alarm clock, moving in on 
man’s ear, and moving out from buzzer in 
vacuum glass jar. The metal rod has to be pushed 
against buzzer for any noise to he heard, as 
there w not € nough air wm jar to ca? ry sound. 





When a producer's representative goes to the 
ollice of a client to discuss the making of a 
motion picture he will inevitably be met with 
the query—how much is it going to cost? That 
is. he will if the client has never before made 
a motion picture. The veteran client realizes 
that it is not possible to give a definite answer 
at this stage of the game. 

The producer will want to know to what au- 
dience the picture is to be directed, the number 
of people in that audience, and what is a justi- 
fiable expenditure to reach his audience. 

All of this gives the client a fresh perspective. 
It is possible he may, on consideration, decide 
that the motion picture medium is not the one 
best adapted to his purposes. He may find that 
what he needs is a skit. playlet, chart talk. slide- 


film, or even a pageant. It all depends upon 


PRODUCTION: The two scenes below shou 
some of the problems of motion picture produc- 
tion. In the center scene a special set had to he 
built in the studio as a regular Pullman section 
was not roomy enough for maneuvering of 
photographic equipment. The picture directly 
helow reveals how life is given to inanimate ob- 
jects by moving them an infinitesimal amount be- 
fore each frame is exposed. 
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the objective and the requirements of the job 
to be done, where it is to be done, and how many 
times it is to be done. 

If he wants to put on a show simultaneously 
in a number of different places and do it with’ 
the most telling effect, he will probably find 
the moving picture the medium best suited to 
his needs. He will find the cost reasonable when 
the number of people it reaches within a short 
space of time and the effectiveness of its ap- 
proach are taken into consideration. 

But let us start with a picture after a client 
has made up his mind he wants one and ap- 
preciates the reasons why he needs one. And, 
by way of illustration, let us follow the produc- 
tion of a single motion picture, Deadening Din, 
from the time it is only an idea in a customer's 
brain until it emerges full-fledged from the 
studio. To identify it during its progress through 
twelve of the producer’s departments we will 
call it Job No. M-611. 

The purpose of this picture is to explain the 
advantages of insulating against vibration, 
sound, and heat in an automobile. 

In the production of Deadening Din, or any 
other motion picture, three processes are logi- 
cally involved: First, specifications and prepa- 
ration; second, photography and recording; and 
third, film processing, cutting, and approval. 

The client, by this time, will have an approxi- 
mate idea of the cost of the picture, although 
there may still be a price range of from ten 
to fifteen per cent. This will establish certain 
cost limitations. An overall budget is made 
and certain sums allocated to each department, 
as the customer’s needs and an intelligent use 

his money indicate. 

Many specialized departments, operated by 
highly skilled personnel, are necessary before 
the picture is completed. Job No. M-611 re- 
quires the services of the supervision, editorial, 
set construction, properties and wardrobe, cast- 
ing. photographic, sound recording, laboratory, 
animation, art, music and cutting departments. 

For Deadening Din the outline suggests that 
the picture open with the amplification of ex- 


tremely minute sounds—the flapping of a butter- 


Shooting a scene at a factory location. Lighting 
of industrial sequences is the all-important 


key to their future screen values to the sponsor. 
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fly’s wings is to sound like a howling hurricane 
and the running footsteps of an ant are to seem 
like an army in full retreat. After the outline 
is accepted, a scenario is developed and another 
meeting is held. With minor changes the script 
is approved and authority is given to proceed 
with production. 

While the idea of recording the sound of the 
footsteps of an ant and the flapping of a butter- 
fly’s wings is retained among the high points 
of the script, the actual opening is a close-up 
of a man lying in bed asleep, exposed to the 
early morning street and alley noises, An 
alarm clock rings and by a combination of 
animation and regular photography we see 
waves of sound pounding at the sleeping man’s 
ear. Animation discloses how sound waves are 
propagated. The characteristics of sound and 
their propagation are established thus early in 
order to give the audience a premise from which 
to view the picture. 

Now that the script is approved, a cost check 
is made and a budget for preparation, super- 
vision, and scheduling appears. The costs must 
always be kept under control. 

The assignment of personnel, including direc- 
lor, camera man, cutter, and sound crew, is now 
made. 

Next scene in this eventful history is a pro- 
duction meeting attended by a supervisor, writer, 
budgeteer, director, assistant director, camera 
man, sound engineer, sets technician, prop man, 
cutter, and casting director. This is necessary 
so that everybody who has anything to do with 
the picture gets off on the right foot. 

The writer is there to interpret the written 
description. Otherwise, he might have one thing 
in mind and the director something entirely 
different. The writer of such a picture as Dead- 
ening Din must, of necessity, have engineering 
training. The director, too, has to gain an un- 
derstanding of certain engineering principles 

know why he is shooting certain scenes. It 
is important that a director have a sense of his 
own limitations and that he realizes where his 
own knowledge stops. 


The men who are responsible for the follow- 


Motion pictures are carefully planned. In this 
picture a director and camera man are shown 
with assistants as they prepare to shoot a scene. 


F\ 
P y\\ 


iF Jail 


ing-through in each department must be at this 
meeting to make sure there is a real meeting 
of minds. The production meeting often lasts 
for hours and frequently some very good sug- 
gestions which involve constructive changes re- 
sult. It helps, too, to insure that all processes 
involved in making a motion picture are co- 
ordinated so that, in the end, they are all fused 
at the proper time and in the proper manner. 

It is at this point and as a result of this meet- 
ing that photographic and production schedules 
are made. Locations are selected, set specifi- 
cations determined, and the casting of characters 
decided upon. 

Cast requirements in Job No. M-611 are not 
onerous, as there are no speaking parts, but, 
nevertheless, they involve their own arrange- 
ments and bookkeeping. In all pictures each 
actors age, description, measurements, accom- 
plishments, sports and wardrobe are listed on 
a talent record. Actors sign a release permitting 
the full use of pictures to be made from this 
particular film in any way the producer may 
wish. 

Sets are constructed. The “gadget shop” is 
called into action and a special device of an 
insulated box resembling a miniature automobile 
is prepared. The time needed for these proce- 
dures and the material required are listed. 

Now properties and wardrobes are considered. 
The moving finger of the budget writes on, 
making provision for arrangements, transporta- 
tion, storage, handling in studio, and customer 
material, involving in this case two automobiles 

one with, and one without, insulation. Among 
the props required are a milk wagon, a dump 
truck, and an upholstery deadener and cement. 
In Job No. M-611 wardrobe costs are modest. 
involving only the rental of coats for laboratory 
technicians. 

An estimate now indicates the cost of the 
production crew in the studio. Time needed 
for director, assistant director, camera man. 
assistant camera man, sound recorder, sound 
mixer, prop man, stage hands, and electricians 
is noted. And, with this, we are ready for the 


(OVER 


Here, finally, at a sound recording machine, the 
sound is converted into light, then photographed 
on the motion preture film sound track. 





[19] 





As told by John A. Freese, 


photographing and recording phase of the job. 
A film raw stock record is kept showing 
actual footage shot of various scenes and con- 


taining laboratory instructions. A daily scene, 
production, work order, and time report are 
filled out. 


of events and because almost anything in this 


And because of the unpredictability 


changing world can happen to throw even the 
most accurate of budgets out of joint, provision 
is made for contingencies. 

With the production crew on location the 


weather report, travel, subsistence, portable 
equipment, and plant schedules have to be con- 
sidered and budgetary provision included. 

Let us consider a typical day while the pro- 
duction crew is on location for Deadening Din. 
It starts very early in the morning with a call 
to the weather bureau. A favorable report be- 
ing received, the crew, which has been on call. 
leaves for location. On some occasions they 
arrive before the promised sun has risen. Neces- 
sary contacts are made with the people on the 
location—which in this case happens to be a 
nationally known proving ground, and the day’s 
shooting proceeds. On another day the crew 
voes to another city, where several days’ shoot- 
ing takes place at two different factory loca- 
tions. 

While all this is taking place titles have to 
be made and the budget points once more to 
the cost of layout, design, and letter men. It 
takes note, too. of the cost of animation show- 
ing how sound waves are propagated. 

And still the case history of the movie con- 
tinues, with the recording of sound effects on 
location, involving the time of an assistant 
director, sound mixer, sound recorder, portable 


channel operator, and a driver. 


PAINSTAKING RESEARCH IN SOUND 
It is during this part of the work, some of 
which takes place in the quiet room used in 
sound research work at the proving ground, 
that the most interesting phase of the produc- 


The work there 


has to be done on a week end so that vibra- 


tion of Deadening Din occurs. 


tions due to passing motors on the speedway 
will not be picked up. 

In this laboratory a sort of noise microscop: 
is set up. Powerful amplifiers build up the 


volume until even the faintest sound can be 


heard over the loud speaker. A pin is allowed 
to drop and it falls with a crash; the whir of 
a butterfly’s wings sounds like rushing wind. 
rose petals crash to the ground, an ant’s hurry- 
ing footsteps clatter along, and a paper match 
burns with a crackling roar. Recording has to 
be done by remote control in order to prevent 
the sound of the heart beats of the production 
crew from being recorded. 

Scenes are shot to establish that noise waves 
must have something through which to travel 
in order to become audible and we find that a 
buzzer sealed in a glass jar cannot be heard 
when air is removed from it. We learn that 
sound will travel well through metal and that 


soft, porous material transmits very little noise. 
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An acoustimeter, which measures sound in units 
called 


microphone is enclosed in a special steel box 


decibels, is set up. The acoustimeter 


resembling a miniature automobile sedan. We 
find, when the buzzer is pushed, that the noise 
rating inside the box is high, but that it can 
be deadened by supporting the box on soft 
mountings, by cushioning the buzzer on sup- 
ports of live rubber, by adding sound absorbing 
felt to the metal surfaces, and by lining the box. 

The case history of the movie proceeds. Voice 
recording must take place and here provision 
must be made for the narrator—who carries 
the burden of the story for studio. and for 
sound engineers. Voice cards, from which the 
narrator must read, are made out and this is 
done on linen so that the rattle of the paper 
will not make an inadvertent recording on 
the film and give the impression that someone 
has crashed a banana crate. The cutter receives 


a daily report of the number of feet of film shot. 


OrTHeR Bupcet-Ratsinc Factors 

Not only the sound of rose petals dropping 
is heard in Deadening Din, but there is “sweet 
music.” too, which, in this case, does not “softer 
fall than petals from blown roses on the grass.” 
Budgeting for this covers copyright charges. 
cost of musicians and arrangers, studio, direc- 
tion, sound technicians and projection. 

Next stage in the evolution of our motion 
picture is the film processing. cutting, and ap- 
proval. The budget registers the cost of raw 
stock and film processing for the job. The esti- 
mated footage. including sound negative. sound 
positive, picture negative, picture positive, and 
duplicating stocks, reaches many times the length 
of the completed picture. 

Film editing has followed the day-to-day de- 
velopment of the picture. Results of a day’s 


shooting known as dailies or rushes are 
viewed the next day by the supervisor. director. 
camera man, and cutter. These men pick the 


“takes.” By 


everything but the last day’s work has been 


the time shooting is completed 
viewed. Only a few days are now needed for 
the cutter to show a rough cut of the picture. 
After the rough cut is in shape, the picture 
is re-recorded. This is done to level out the 
volume and to combine several sound tracks 


on a single negative. Costs for this include 
studio, projection, musical director, cutter, direc- 


tor. and sound technicians. 


This operation ac- 








Production, The Jam Handy Organization 


complishes the scientific miracle of putting voice, 
music, and sound effects through the mixing 
booth to come out in artistic and coherent order, 
with the proper emphasis on each. Re-recording 
is done even when voice, music, and sound 
effects do not have to be combined, since fre- 
quently the narrator or actors talk louder at 
one time than at another and this has to be 
smoothed out. 

Now a combined print is made by bringing 
the sound track and the picture together on 
one piece of film. This answer print, obtained 
by combining the picture negative with the 
sound negative and putting it through the con- 
tact printer, is the print that is shown for ap- 
proval. After that quantity prints are made. 
The picture is now ready to go out into the 
world and justify its existence. 

We have witnessed the progress of Job No. 
M-611 through various specialized departments. 
Some of this progress is simultaneous and it 
necessitates the careful checking of progress. 
Departmental reports are compared with budget 
allowances daily and weekly. The daily operat- 
ing reports reveal the job trend. Included in 
the daily reports are the editorial, revealing 
the status of the script; the laboratory fore- 
cast as well as a daily report from that de- 
partment; the production, revealing the scenes 
that have been shot: the art, showing time 
spent on preparing titles! and the animation. 
listing time expended on technical animation. 

The total cost of Job No. M-611 is seen to 
be the sum of the following nineteen expense 
items: editorial work; supervision; cast: sets; 
properties and wardrobe; photography in stu- 
dio; photography on location; sound effects: 
stock; 


contin- 


re-recording: raw 
titles: 


voice over. music: 


laboratory; animation: cutting: 


gencies: Communications, and royalties. 


Tue Resuct: A WortHwuice Fiim 
When all these operations are successfully 
completed the result is a professionally pro- 
duced sound motion picture, in this case, Deaden- 
ing Din, a high quality educational film with 
a planned objective. When you consider the 
wealth and complexity of detail involved in its 
production your only wonder is that it does 
not cost more. The Greek chorus of the budget 
control all the way along the line ensures not 
only economical production and the absence of 
waste, but a productive investment of funds. 
Its aim is always to control- without inhibiting, 
for to responsible producers, a good job is first. 
Would you like to see and hear Deadening 
Din? That's impossible. There’s no such _piec- 
ture. At the last minute the title was changed 
to Quiet, Please, creating a new budget item. 
But, by whatever name, here’s to Quiet, Please 
if you please. Its mission in life is to ex- 
plain the advantages of insulating against vibra- 
tion, sound, and heat in an automobile. It was 
conscientiously nurtured and attended by the 
best physicians and the child is not only prov- 
ing itself worth the trouble and expense in- 


volved, but promises to be a credit to its parents. 
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¢ Planning an exhibit of any kind 
presents the same sort of problem 
that confronts one who is about to 
give a dog a bath. This is the 
conclusion arrived at by the authors 
of a report of a survey of “visitor 
reactions” conducted at the New 
York and San Francisco World’s 
Fairs which has just been been pub- 
lished by the New York Museum 
of Science and Industry, in Rocke- 
feller Center, under the title: “Ex- 
hibition Techniques.” 

“Designing a popular exhibition 
is somewhat like bathing a dog.” 
the report states. “One feels that 
a bath would be good for the dog. 
The dog. an individualist. has other 
ideas. We press the point: the dog 

unimpressed. We 
and are met with evasion. 


remains insist 
As our 
blood pressure leaps into the higher 
brackets we indignation. 


which only leads to loud expres- 


betray 


sions of contempt and distain. 
shall 


we drag the issue by main force to 


“The question now arises: 


the bathroom and there with inflex- 
ible will proceed to try conclusions 
in the tub; or, shall we slip a 
cake of soap into our pocket. whis- 
tle Rover into the car, head for the 
nearest beach and achieve our pur- 
pose by letting him fetch sticks out 
of the water?” 


ILLUSTRATES BASIC THEME 


In a more matter-of-fact vein. the 
report points out that the dilemma 
just described “illustrates the basic 
idea which animates the art of creat- 
ing popular exhibitions.” 

Continuing. the 
“An 


knowledge. It is a 


report states: 


exhibition is a short cut to 
form of ex- 
pression, used to project ideas by 
the display of objects, and deriving 
its value from the fact that peo- 
ple learn more easily from concrete 
illustration than by trying to vis- 
ualize words. The designer with a 
turn of mind 
waste time deploring the tastes of 


realistic does not 
the public or the perversities of 
human nature. He understands them. 
and regards them with sympathy. 
He knows that people are self cen- 
tered and that their attention sticks 
close to home. He realizes that 
average people, starting with lim- 
ited interests and casual curiosity 
soon become tired out from walk- 
ing about trying to swallow every 
new sight. He understands that 
aching feet dull the senses. and 
that the barrage of uninteresting 
information which assails people 
from all sides bores them to ex- 
asperation.” 

The survey of which “Exhibition 
Techniques” is a report was con- 
ducted by the New York Museum 
of Science and Industry in coop- 
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EXHIBITION TECHNIQUES 


with the Buffalo Museum 
of Science and the Rockefeller 
Foundation. The report is, in fact. 
a manual of exhibition method and 
practice. It is designed to acquaint 
the busy executive or administrative 
head of an industry with facts which 
will be helpful in staging exhibi- 
tions of all kinds and will be useful 
particularly to those companies, the 
policy of which is to exhibit their 
products at fairs, trade 
It tells not 
only what world’s fair exhibitors 
did and how they did it, but advises 
future exhibitors what to do and 
how they should do it. 


eration 


various 
shows and expositions. 


REPORTS ON BOTH FAIRS 
The report consists of first, a gen- 
eral review of the two fairs: second, 
a statistical analysis. which deals 


with a vast collection of data cov- 
ering every conceivable phase of 
visitor psychology; third, a con- 
cise summary of the findings and 
observations regarding their value 
to future exhibitors; and fourth, 
illustrations (accom- 
panied by written descriptions) of 
the outstanding displays of the 
principal exhibitors at both exposi- 


a series of 


tions concluded last fall. 


VISITORS LIKED 70 PERCENT 


The statistical section discloses 
some highly interesting figures re- 
garding “visitor reactions” at the 
New York World’s Fair, showing. 
for instance, that 70 per cent of the 
exhibits were satisfactory to visitors. 
while the public was only partly 
pleased with the remaining 30 per 
cent; that about 73 per cent of the 





A Designer’s Business Theatre 


@ THE THEATRE pictured above is 
an important part of the modern 
studio-office laid out by the famed 


artist designer Gilbert Rohde in 
New York City. In keeping with 
this designer’s interest in the in- 
dustrial film and the original ap- 
plications he has suggested in Fair 
exhibits and in sketches for these 
pages, facilities are provided for a 
cleverly concealed projection booth 
and wall screen. The studio chairs 
are quickly converted into a com- 
fortable auditorium. 


Many 


find films indispensable in studying 


other famous designers 
the assignments given them by in- 
dustrial clients. This new slant has 
been successfully applied in prob- 
lems relating to machine design. 
streamlining, and is a valuable aid 


in determining actual use in the 


field in order to perfect functional 
improvements. 

lo6mm sound equipment, the 
screen and a few accessories are all 
that is required for such a setup. 
A vast number of sound prints are 
readily available for study; most 
national clients already have their 
own film department setups from 
which the designer may draw sub- 
jects. 

As counsellor to his client. the 
designer is also in a position to 
appreciate the usefulness of the 
film medium in conveying the story 
of industry to its prospects in the 


field. Certainly no medium can 
serve better to bring home _ the 


value of product improvements or 
the appeal of modern styling. The 
added appeal of color makes the 
field practically limitless. 


exhibits were portrayed effectively, 
in 29 per cent the main idea was 
evident to the visitor, and 5 per cent 
of the exhibits confused the people 
who saw them. 

Nearly half of the exhibits (44 
per cent) appealed to children, with 
81 per cent appealing to grown-ups. 
Thirty-one per cent appealed to 
working people; 35 per cent to of- 
fice and clerical workers, and 44 
per cent for business heads and 
folk. 


were essentially 


professional Seventy-seven 


per cent educa- 
tional, the report explaining that 
the entertainment value of the 
Fair was incidental, entertainment 
features having been introduced as 
a “sugar-coating of the educational 
pill.” Only 10 per cent of the ex- 
hibits furnished 

Data indicated that 80 per cent 


pure amusement. 
of the exhibits inspired people with 
a curiosity to look further into the 
subject; 35 per cent impressed them 
with their beauty: while 19 per cent 
mystified the audience. 
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Pre-Training for Future 
Employees 

* “Better business through better 
workmen” might well be the key- 
note of two recently completed pro- 
ductions by Forum Films, Ine., of 
Los Angeles. Not employee train- 
ing films, though they might be used 
advantageously for that purpose, 
these two productions, | Want a 
Job and Minutes Are Pennies, avail- 
able in 16mm. sound prints, are 
designed to build sound business 
habits at a period when they are 
formed most easily—during high 
school and junior college. 

“Key$ and Cue$,” a textbook by 
sruce Allyn Findlay and Esther 
Blair Findlay regarded as standard 
for the secondary field, provided the 
basis for the two film stories. Final 
shooting scripts, however, were sub- 
mitted to and approved by a group 
of 34 educators, located in all parts 
of the United States, including au- 
thorities on visual education, col- 
lege presidents and heads of uni- 
versity educational departments, as 
well as rank-and-file educators in 
the field. 

James S. Burkett, Forum Films’ 
president, explains: “We did not 
claim to know just exactly what 
types of films the schools wanted. 
However, we figured that it was up 
We did this not 


only by forming an advisory board 


to us to find out. 


to check our shooting scripts, but 
by sending letters and question- 
naires to teachers and principals in 
every state in the Union to secure 
a sampling opinion that will be in- 
valuable in formulating 
(Continued on the next page) 


produc- 








(Continued from previous page) 


tion policy. In any event we are 
sure of what the majority of edu- 
cators want for their schools. and 
we are making every effort to give 
it to them.” 

Perhaps the most radical depar- 
ture from standardized visual edu 
cation methods is in the use of what 
“negative 


educational circles term 


examples.” In past years many 
educators have been of the opinion 
that it is injurious to the student 
to show him improper techniques 
on the screen on the theory that 
youth, naturally imitative, will tend 
to copy whatever is seen there. More 
recently this attitude has changed 
and there is a feeling that nega 
particularly when 


somewhat exaggerated, may be even 


tive examples, 


more helpful than positive exam- 
ples, which tend to become preach- 
ments. The president of a leading 


Pacific Coast university declared. 
“Give them negative examples, lots 
of them; but show the positive ex- 
amples, too, and let the students 


make their own choice.” 


HOW TO APPLY FOR A JOB 
This combination has been uti- 
lized in | Want a Job wherein young 
men and women are shown apply- 
ing for jobs, some with poor ap- 
proaches, others with a mixture of 
both. At the end of the film. which 
runs approximately 18 minutes, a 
pupil-teacher discussion is recom 
mended, in which each student will 
determine the method or combina- 
tion of methods likely to be most 
effective for his individual case. 

To guide this period effectively, a 
manual of suggested discussion top- 
ics has been prepared by the pro 
ducer’s staff, in conjunction with 
several Los Angeles educators. 

The second production, Minutes 
Ire Pennies, has been treated in 
similar fashion. Tied in with high 
school life by use of the photo 


graphic simile of a high school 


football team, “clicking” on some 


plays, losing on others, it deals 
with the value of cooperation and 
coordination — in business 
life. It is 


business, as in 


today’s 
demonstrated that in 
football. if one 
man does not carry oul his as 
signment, the whole team is likely 
to lose ground. A questionnaire 
and teacher’s guide has also been 


prepared for this subject. 


One Man vs. 13,000 
Title: Bill Jones, Employee 
Pacific Gas & Electric 
Company 
* One of the first 
ployee-training film users. Pacific 
Gas & Electric Company’s latest re- 


lease, Bill Jones, Employee. is de- 


Sponsor: 


successful em- 





Good of fice Forum’s employee training films. 


WEST COAST SPONSORS 


signed to acquaint the San Fran- 
13,000 
varied 


procedure vs. bad in 


each of the company’s employees. 
and with his wife he begins specu- 
work one 


company’s workers 


Cisco 


with its many and opera- lating just how much 


tions. Young, earnest and ambitious person would have to do if he were 
operating his own utility firm. 


While Bill is imagining how he 


Bill is amazed to discover the size 
of the investment behind him and 








FILM FOR NATIONAL DAIRY COUNCIL 
DOES EFFECTIVE Public Relations JOB 


Inc., produced the sound motion 
picture, “More Life In Living.” 
Keyed to non-theatrical audiences, 
the film is being distributed by Lo- 
cal Dairy Council Units, and na- 
tionally by Burton Holmes Film 
Distribution Service. 


Results: In a recent letter to 
Burton Holmes Films, Inc., Mr. 
Milton Hult, President of the Na- 


tional Dairy Council writes: 


* ‘More Life in Living’ has pror- 
en so popular that we now have 
in circulation nearly a hundred 
copies. This general acceptance 
represents an extraordinary accom- 
plishment on your part in producing 
an educational film of such wide 
universal appeal. Through MORE 
LIFE IN LIVING you have made 
it possible for us to relate in an 
interesting and dramatic manner the 
vital facts relative to the place of 
milk and dairy products in the 
daily diet. No other means could 
have been so effective in carry- 
ing this message to consumers.” 





Problem: “How to get more 
people to use more milk and milk 
products?” 


In seeking an answer to this prob- 
lem, the National Dairy Council 
(with headquarters at 111 North 
Canal Street, Chicago) sought the 
help of Burton Holmes Films, Inc. 
It was recognized that to increase 
the consumption of dairy prod- 
ucts a dramatic method of educating 
consumers on food habits and food 
selection was necessary. 


Furthermore, it was realized that 





to “glamorize” a bottle of milk was 
a difficult thing. It called for spe- 
cialized skill and experience in in- 
jecting a commercial product with 
dramatic interest and human appeal. 


Because of the results obtained 
from this first picture, National 
Dairy Council has just commis- 
sioned the Burton Holmes organi- 
zation to start work on a second 
film. Perhaps your company 
needs a strong institutional film. 


Answer: Drawing upon its 48 Why not write us for our sug- 
years of experience in successful gestions? 
showmanship, Burton Holmes Films, 











BURTON HOLMES FILMS, INC. 


PRODUCERS OF 
7510 North Ashland Avenue e 


MOTION PICTURES AND SLIDEFILMS FOR DUSTRY 


Chicago e¢ Telephone ROGers Park 5056 





would go about it the picture shows 
him at work keeping his own books, 
selling equipment, installing new 
equipment, reading meters, building 
power lines and gas mains, answer- 
ing service calls, operating his own 
power plant and generally going 
frantic keeping track of the other 
thousand and one operations. 
Production emphasis P. G. & E. 
operations, showing generating 
plants, transmission lines, construc- 
tion crews and part of the central 
office demonstra- 
tion of the advantages of a great 
13,000 employes 


system—a_ clear 
organization of 
over the one-man set-up of Bill’s 
dream. 

Filmed on l6mm. Kodachrome 
with sound recorded by John Rose- 
horough, script was written and pro- 
duction directed by Tom J. Ayres, 
with Marvin Becker in charge of 
photography for Photo & Sound, 
Inc.. the producer. 

John Galbraith and Mary Barnett, 
dramatic stars for NBC in San Fran- 
cisco, are featured in the produc- 
tion, with P. G. & E. employees 
playing roles and the firm’s division 
managers also participating. Em- 
ployees at each division office in 
central and northern California will 
see the film. Its first showing, Janu- 
ary 23. was at Marysville. 


Latin American Series 


Sponsor: Pan American Airways 
System 
* In contrast with the swift move- 
ment of the Pan American Clipper 
which sets one down in Mexico, or 
the plane of the Compania Mexi- 
Aviacion, its affiliate 
takes one deeper into a romantic 


cana which 
leisurely 
colorful and 
empire of the 


country. is the pace 


through an_ exotic, 
richly historic land 


Mayas 


Holiday. first of five 22-minute com- 


in the production Yucatan 
mercial features for Pan American 
produced by Fanchon Royer. 


16MM KODACHROME USED 


Costa Rica, Nicaragua and Hon- 
duras are subjects of the second 
in the Pan American series, Pan- 
Paradise. Third of the 
group is Guatemala Rainbow Vaca- 


{merican 


tion, and Mexico again is the scene 
of the final two productions, Mexi- 
can Fiesta and Mananaland Today. 
Photographed direct in 16mm. 
Kodachrome, reproduction prints 
appear quite satisfactory, and the 
sound is entirely acceptable. Fades 
and dissolves are good, but the 
The group of two-reelers will be 
simultaneously through 
the nationwide offices of Pan Amer- 
ican System’s district managers. 


by H. L. MITCHELL 


released 
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RCA Motion Picture 
Sound Equipment is 
the Choice of over 


6,000 Theatres 


Give Your Pictures the “BIG TIME” 
Projection They Deserve —with 


RCA 16 mm. SOUND FILM PROJECTOR 


Finer, clearer sound...More even Hollywood studios and in thousands of 
light distribution on screen... theatres, this projector has oversize reflec- 


Greater operating simplicity tor, condenser and objective lens which 


Ie’ dll: al — provide more even distribution of light on 
t’s years ahead ...16 superior features 


t is priced with the lowest! the screen. Sound is full, clear and more 
. yet i i wi ! 


brilliant—at either high or low volume 
IVE your pictures new sparkle, your because of film take-up equalizer and superb 
G sound new life—with the sensational  ¢!ectrodynamic speaker. To greatly sim- 
new RCA 16 mm. Sound Film Projector. _Plify threading, this projector has thread- 
The finer performance and greater oper- ing line cast on projection block. All size 
ating simplicity of this instrument are the reels may be quickly rewound by motor. 
result of RCA engineering. Designed by the Low in cost, easy to carry, this equip- 


men who build RCA equipment used in ™€nt is just what you’ve been looking for 
to make your sales story sing. en wat oe 


es VICTOR RECORDS 
» 

< ROXY THEATRE on New York 5 Broadu ay has Trademarks “RCA Victor” and “Victor” Reg. U.S. 

RCA Motion Picture Sound Equipment. Over 6000 Pat. Off. by RCA Manufacturing Company, Inc. In 

theatres on the other Broadu ays of America ave sim- Canada, RCA Victor Company, Limited, Montreal. 

ilarly equipped to provide their audiences with the 

finest performance! 





For finer sound film projector performance—use RCA Tubes 
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Commercial Sound Division (BS-2) . 
RCA Manufacturing Co., Inc. => 
Camden, New Jersey iO 


Please send me complete information re- 

garding RCA 16 mm. Sound Film Projector. 
a ke = as eS a es Z 

| COMMERCIAL SOUND DIVISION « RCA Mfg. Co., Inc., Camden, N. 3. 

A Service of the Radio te sean of America 


Name 





Address 





City ona Se SS 
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flexible power service at economical 
rates. 

Hand in hand with the bountiful 
sources of power go the many other 
New 


England the cornerstone of Amer- 


advantages which has made 
ica: skilled labor, reasonable taxes, 
progressive managements, world-re- 
and 


laboratories, industry-minded banks, 


nowned — research technical 
and within its own confines a qual- 
ity market of more than 8,500,000 
people with a per capital purchas- 
ing power exceeding that of other 
sections of the country. 

This 1s New England takes audi- 
ences direct to many of the more 
than 15,568 manufacturing plants 
which produce more than 220 dis- 
tinct lines of manufacture in this 
highly developed area, which com- 
prises only two per cent of the total 
land area of the nation and now 
is America’s first line of Defense 
Industry. 

From shipyards to textile mills 
to factories bustling night and day. 
turning out armaments, precision 
parts, machine tools, textiles, paper 
products, plastics, abrasives, prod- 
ucts of rubber and leather, and gi- 
gantic ships of commerce and war. 
And twenty-four hours a day, swift 
and dependable freight trains trans- 
porting both the raw materials and 
the finished manufactured products 
from and to all points in the United 
States and Canada. 

Swift-paced in staccato tempo, 
This Is New England is a forceful 
presentation of New England’s in- 
dustrial situation, and an attractive 
invitation to locate in New England 

a good place to live work 
. and play. 





General Films crew at Forest Lawn 


Forest Lawn Sponsors 
* A cemetery, curiously, is South- 


ern California’s third-largest tour- 
within its 
little 


old-world churches, more weddings 


ist attraction, and 


grounds, in one of the two 
take place than in any other part of 
the United States. 


sunrise services broadcast through- 


Scene of Easter 


[24] 


out the world, Forest Lawn, in Glen- 
dale is the result of the vision of 
a man who, in 1917, ascended to the 
little 
with an 


management of a 
burial 


country 
idea _ that 
the last resting place of loved-ones 


ground 


should not be a gloomy but a joy- 
ful and pleasant place. Believing 
in a life after death, he wrote—and 
it has now been carved in stone 
The Builder’s Creed, from whence 


comes a new motion picture's title. 


4 WORK OF 


To make 


sought out art 


ART 


these acres glad he 
from all 
massive, beautiful. 


breathtaking sculpture (and while 


treasures 
over the world 


some of the pieces are identical re- 


productions of timeless master- 
pieces, others were specially com- 
missioned), stained glass, and, fi- 
nally, which to re- 
produce first the little church of 


Stoke Poges where Grey wrote his 


materials with 


and then the little church 
in which Annie Laurie worshiped. 
The result 


“Elegie,” 


and growth continues 
was the collection, unmatched in 
any single part of the world, of 
the great things of art, capped by 
a reproduction in peerless stained 
glass of the fading mural of Leo- 
nardo Da Vinci, “The Last Supper.” 


Filmed in 16mm. Kodachrome— 
flaws in which appear to be dwin- 


dling rapidly—the reproduction 
gives a tasteful tour of this place 
which understandably provided a 
photographic holiday. Fades and 
dissolves give the production a high 
degree of artistic excellence, and the 
sound is significantly good. 
Naturally there is a semblance of 
advertising in the narration, but 
is in no way offensive, and no one 
temptation to 
oversell, which must have presented 
itself. The production is planned 
to do a public relations job, and 
while distribution plans have yet 
to be formulated, the desired audi- 
will 
civic 


succumbed to the 


ences include church groups 
It is expected 
that showings will add to the al- 


ready 


and bodies. 
huge crowds of visitors to 
Forest Lawn. 

Organ music is heard throughout 
the grounds; to give a comparative 
effect in the picture a Novachord 
was used. 

Written and produced by W. 
Karri-Davies, the forty-minute The 
Builder's Creed directed by 
Melville Shyer. Photography was 
handled by Allan Stensvold and 
Randolph Cardy, narration by Art 
Baker, editing by Carl 


was 


Pierson. 
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entation of its sales messages and products 


Gor REALISM that Amazes! 
Shou POLAROID’ 


MODEL SA 
PROJECTOR 


FOR SHOWING 35 MM. 
SLIDEFILMS and GLASS SLIDES 













* For the first time, through 
the miracle of Polaroid* 
light control, and the simpli- 
fied design of this new 
S.V.E. Model SA Projector, 
3 dimensional pictures can 
be shown at reasonable cost. 
Never before has industry 


had the opportunity for 
such a realistic visual pres- 
.. Write 


for complete information now! 
Projector for filmstrips only, with regular §.V.E. 


lenses, $125. 


Projector for showing both filmstrips and 


slides, with S.V.E. anastigmat lenses, $150. 


*T. M. Reg. U. S. Pat. Off. by Polaroid Corporation. 
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condition. Adequate diet plays an 
all-important part; and it is a well 
known fact that about half of the 
population of the United States is 
on a diet inadequate for the main- 
tenance of desirable health. 

For industrial workers, the Na- 
tional Dairy Council has for many 
years conducted an Industrial Milk 
The 
with company management in mak- 
ing available to the workers a be- 
tween-meal milk service which re- 


Service. Council cooperates 


duces fatigue and increases eflfici- 
addition to the 
Council supplies posters, displays 


ency. In films, 


and printed material pertaining to 
this service.** 


MILK AIDS THE WORKERS 


Mrs. Ethel Austin Martin, Di- 
rector of Nutrition Na- 
tional Dairy Council states: “Be- 
tween-meal milk service in factories 
is not a new idea. Many industrial 
establishments recognized its value 
ago. They instituted the 
service early and have continued it 
and reaped the benefits over a long 
period of time. 


Service. 


years 


“Some years ago the National 
Dairy Council made a survey of 
between-meals milk 
eighty-three factories and 


service in 
offices 
representing 115,230 employees.” 


PRESIDENT PRAISES FILMS 


Milton Hult, President of the Na- 
tional Dairy Council, has the fol- 
lowing to say in regard to the value 
of motion pictures in the Council’s 
promotional work: 

“A year has elapsed since we 
received our first print of the film 
More Life In Living. 
so popular that we now have in 
circulation nearly a hundred copies. 


It has proven 


This general acceptance represents 
an extraordinary accomplishment 
in producing an educational film of 
The 


high 


such wide universal appeal. 
excellent photography 
quality of the sound employed in 
the production has added to the 
all-around effectiveness of the story 


and 


which the film portrays. 

“Through More Life In Living 
it is possible for us to relate in 
an interesting and dramatic man- 
ner the vital facts relative to the 
place of milk and dairy products 
in the daily diet. No other means 
could have been so effective in car- 
rying this message to consumers.” 


“For further details in regard to the 
Industrial Milk Service and how it oper- 
ates, those interested may address Industrial 
Milk Service, National Dairy Council, 111 
North Canal Street, Chicago, Illinois. 
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These colorful Dodge Trucks carry the Plymouth Motor Fair 


Plymouth Motor Fair Touring 
South With World's Fair Show 


@ TRansportinc the Plymouth 
Motor Fair, mammoth and unique 
industrial road show, a fleet of 
Dodge Job-Rated trucks, brilliantly 
finished in a streamlined motif of 
red, white and blue, started from 
Detroit last month on a prolonged 
tour of the Southern states. The 
caravan is now in Florida. 

Comprising the fleet are eight 
Dodge _cab-over-engine 1'4-ton 
tractors, each hauling a specially 
built, streamlined van-type trailer. 
35 feet long, 11% feet high and 
8 feet wide. Ingeniously designed 
and engineered to fit their jobs, 
the units of this impressive tractor- 
trailer fleet are being used in stag- 
ing and promoting the fair as well 
as in transporting it across the 
country. 


NEW YORK FAIR THEME 

Featured in the Motor Fair are 
the most popular exhibits from the 
Chrysler Corporation building at 
the New York World’s Fair, in- 
cluding the famous Plymouth 
“talking car.” a miniature working 
model of the half-mile-long Ply- 
mouth factory, a parts and acces- 
sory display and four motion pic- 
tures. One of these, New Dimen- 
sions (the three-dimensional film 
previously reviewed in these pages 
and proclaimed one of the World's 
Fair marvels), is a combination of 
sound, technicolor and three dimen- 
sional perspective. The Plymouth 
Motor Fair is staged in two huge 
tents of the new blue canvas type. 
permitting daytime projection of 
motion pictures and effective use of 
spot and flood lights. Each tent 
provides about 10,000 square feet 
of display space. 


One of the large trailers of the 
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Dodge fleet is divided into three 
sections and completely outfitted as 
a motion picture projection booth, 
field office and repair shop. In 
the completely | fire-proofed and 
sound-proofed projection room, two 
35 millimeter projection machines 
have been installed. They are inter- 
locked and run in phase—that is, 
in perfect synchronization—for the 
purpose of screening the three-di- 
mentional film. It is claimed that 
this is the first time a picture of 
this type has ever been shown by 
means of a mobile projection unit. 


TECHNICAL DETAILS 


The Projection Booth contains 
the following equipment: Simplex 
E-7 Heads; Simplex SI Bases: 
Western Electric Mirrophonic 
Sound System; Western Electric 
synchronized system to tie the two 
projectors together so they run in 
synchronism; Brenkert 65 ampere 
“Enare” Lamps; Hertner Trans- 
vertor; and two Polaroid Filters. 
one mounted on each projector. 

The above equipment was mount- 
ed in a booth lined with asbestos 
lumber in the rear end of a Frue- 
hauf trailer. The booth is 7 ft. 
wide by 8 ft. long and is ventilated 
with a forced draft system. In or- 
der to mount the projectors on a 
level floor, at the rear of the truck. 
it was necessary to build a sub-floor 
above the wheel houses. In the space 
beneath this floor is mounted the 
transvertor, synchronizing genera- 
tor, are lamp resistors and power 
transformer. 

The moving picture trailer is 
backed into the specially made 
opening in the back of the tent 
and shoots over the heads of the 
audience to the screen. Part of 

(Continued on the next page) 
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THE FEATURE SECTION OF 
BUSINESS SCREEN DEVOTED 10 
VISUAL IDEAS & PROBLEMS 


THE CHICAGO CANNER'S CONVENTION fea- 
tured films and visual presentations including two out- 
standing exhibits: American Can's use of the Trans- 
Lux newscast equipment backgrounded by color trans- 
parencies and displays showing the Company's many 
promotional interests was one of the highlights of the 
Convention. Another was the United Company's 
showing of a really ‘different’ type of motion pic- 
ture. Manufacturers of the Tuc line of canning equip- 
ment, United showed lengthy reels produced in plants 
throughout the country where their machinery had 
been installed. No more convincing demonstration 
could have been used as convention visitors agreed. 


CHRYSLER'S THREE-DIMENSIONAL MOTION PIC- 
TURE has been showing in various Florida cities, be- 
ginning its winter-long schedule of bookings at the 
Orange Bowl celebrations on New Year's Day where 
the Plymouth Motor Fair was a stellar attraction. 
Kodachrome movies of the Fair were taken by Jack 
Norling recently for company use only. The Fair is 
really a very colorful spectacle with its electric blue 
tents, gay buntings and decorative trucks. Packed 
houses are seeing the shows. 


CHICAGO'S BOAT & SPORTSMEN SHOW also fea 
tured film exhibits. Aetna duplicated its New York 
success; Globe Hoist, Pettit Paint and the State of 
Minnesota were among other well-attended exhibits. 
The Idlewild Resort, a Minnesota establishment 
showed some of the most beautiful Kodachrome film 
at the show. The State of Minnesota used both sound 
and color in demonstrating its vacation advantages. 


THE NEW YORK AUTOMOBILE SHOW wil! not be 
cancelled if Eastern dealers have anything to say 
about it and the chances are that they will stage it 
if the manufacturers do not. The Auto Shows are 
much more than tradition; they represent modern 
showmanship, in which the automobile industry has 
pioneered, at its best. 


QUESTIONS ANSWERED BY THE EXPERTS: address 
your technical display problems to the Visual Display: 
Editor, Business Screen Magazine, 20 North Wacker 
Drive, Chicago, Illinois. Questions which cannot be 
answered from the information in our files will be 
referred to competent authorities. No obligation. 
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the trailer is inside the tent but 
office end and tractor are outside. 
The “Parade Leader”, or sound 
truck contains a 1500-watt. single 
cylinder Onan power plant mount- 
ed in an asbestos lined housing and 
ventilated by a fan. The sound 
30-watt Model 


125-GG Operadio amplifier operat- 


equipment is a 


ing four Operadio heavy duty per- 


manent magnetic loudspeakers. 
These speakers are concealed he 
hind stars, which form part of the 
desien of the truck 


Provi- 
both 


microphone and phonograph music. 


body. 
made in the cab for 


lent Seats One THOUSAND 


The moving picture tent seats 
1 OOO people and utilizes steel fold- 
ing chairs in units of two each. 
The tent is illuminated by strips 
of Mazda lights hung on the poles 
overhead and controlled by a dim- 
mer circuit. The screen consists of 
a 16 ft. by 20 ft. Walker silver 
screen, using a specially designed 
surface for the Polaroid pictures 
and is provided with a traveller, 
operated from behind the screen. 
In front of the traveller is the 
speaker's platform 20 ft. by 6 ft. 
lighted by foot and 
lights 
by dimmers. 


wide, over- 


head which are controlled 
An Operadio 30-watt 
Public Address system is furnished 
for the speaker and music. 

The tents made by the 
United States Tent & Awning Com- 
pany and are of a specially de- 
signed dark blue duck to exclude 
dayight and are flameproofed. The 
motion picture tent 
with specially designed “A” frames 


were 


is equipped 


which eliminates poles down the 


center so that there is no inter- 


ference with the light beam. 

List TECHNICAL EQUIPMENT 

The major part of the technical 
equipment was furnished by Mo- 
tion Picture Engineering Company, 
Detroit, specialists in this field. 

This included: 1. The motion 
picture equipment and installation, 
with the exception of the sound 
which 


and synchronizing system, 


were taken from the World’s Fair. 
2. The lighting for the ground 
and for the tents. 3. The sound 
system in the picture tent. 4. The 
sound system in the sound truck 
“Parade Leader.” 5. 
form for the 


Stage plat- 
“Talking Plymouth.” 
6. The railing and draperies for 
the “Model Factory.” 7. The stage, 
screen and dimmer equipment for 
the motion picture tent. 

The Black and White pictures 
used in the program 
by Wilding Picture 
Inc., and the 3-Dimensional Color 


were made 


Productions, 


pictures were made by Loucks & 


Norling, New York. 
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Motor 


Central 


Boat Show 


Palace was the 


@ THis YEAR'S 
at Grand 
biggest and best that has ever been 


held. 


and more boats, and despite the 


There were more exhibitors 
sleety weather attendance was up 
about 50% 


mark. I 


times and found very large crowds. 


over any previous 


stopped in there three 
even in the morning. 

On the main floor were the larger 
motor boats, cruisers, and all the 
sailing craft, which were represent- 
ed in much larger proportion this 
Naturally. 
the best exhibit for a boat is the 
boat, itself, but in the 
sail-boats it is often hard to picture 


year than in the past. 
case of 
the actual operation of sailing with- 


out some visual demonstration. This 
is especially true with small sail- 


A(T SHOW 


boats, such as the “Winabouts,” 
“Rockets.” “‘Lightnings’’, and 
“Stars”, represented at the show. 


But in most cases there were not 
even still pictures of the boats in 
operation, and in no case were there 
any motion pictures. This was a 
sad lack for there are few more 
beautiful subjects than a sail-boat 
in operation; the little yachts are 
beautiful enough to sell themselves. 
Generally, purchasers of these small 
boats, with ranging from 
$250 to $600, are neophytes to sail- 


prices 


ing (your old salt always yearns 
for a larger boat with each new 
purchase), and it seemed to me that 
something was lacking in the build- 
ers presentation to this purchaser. 
The potentialities of sailing small 
boats can only be realized by sail- 





QUALITY 


motion pictures since 1923 


What is there about Loucks & Norling films that 


make them outstanding? 


Originality of ideas, creative skill, expert craftsman- 


ship and personal supervision by the principals in this 


business result in motion pictures that have something 


not found in the “run-of-the-mill” type. 


It costs no more to get a really outstanding film! 


When planning your 1941 sales promotion program, 


write or telephone: 


COlumbus 5-6974 


LOUCKS & NORLING STUDIOS 
245 West 55th Street - New York City 








ing one yourself, or by a moving, 
visual presentation which trans- 
forms the boat from a few slabs of 
wood into a live thing. 

Pictures Neep BRIGHTNESS 

On the mezzanine floor were the 
exhibits of accessory manufactur- 
ers, such as paints, motors, fuels, 
etc. The New Hampshire Public 
Service Commission had an exhibit 
with a motion picture 
which, sadly enough, was practic- 
Although the lights 
surrounding the display were crude- 


display, 
ally useless. 


ly shaded, their intensity was just 
too strong for the rear projection 
screen, and the newly made Koda- 
chrome reels of New 
facilities were too 
tinct to be 


Hampshire 
indis- 
This 


fault, which seems to be so seldom 


vacation 
clearly seen. 
taken into consideration by the ex- 
hibit planners, has occurred time 
and again. We noted it at the 
World’s Fair and again at other 
shows in Grand Central Palace. 


OTHER ExuHipits DescriBep 

There were two other exhibits on 
the mezzanine floor: the Girl Scout 
Mariners and Globe Hoist. both ex- 
hibiting continuous showings of 
Advertising 
Visibility 
was pretty good on these and they 


Kodachrome reels on 


Projectors’ machines. 
got quite some attention. 
On the third floor were continu- 
ous film displays by Pettit Paint 
and Kendall Refining, both using 
Kodachromes in Advertising Pro- 
jectors, and Higgins Industries who 
had an Akeley Merchandiser. This 
latter small 
screen, but it is well shaded and 


machine has a very 


the screening was nice and 
trasty. 


con- 


Field and Stream Magazine was 
showing hunting and fishing films 
by direct Ampro 
groups of twenty or thirty people 
who blocked the aisles so success- 
fully 


the “audience” grew to nearer fifty. 


projection to 


sometimes that frequently 

Gulf showed Kodachromes with 
a Selectroslide. The American 
Brass Company used an Eastman 
Repeater to show their film in a 
custom built display that set it off 
perfectly. 

The Aetna Group had about the 
most successful display on the 
They showed a fine yacht- 
ing film in Kodachrome through a 
ground screen that had a 
slight “daylight colored” cast to it. 
This is much better than the cus- 
tomary 


floor. 
glass 
yellowish rear-projection 


Aetna used a Bell & Howell. 
x. 5. 


screen. 


* we oe 


* Films and other visual displays 
at various national conventions will 
be described next month. 
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Traveling 

Exhibit 

for Dodge 
x kk 


“Army on Wheels” 
(right) is one of the 
Dodge films carried 
by a specially- 
equipped promotion- 
al car used for local 
film showings. 














@ A UNIQUE TRAVELING MOTION PIC- 
ruRE exhibit has just been put into 
the field by the manufacturers of 
Dodge passenger cars and trucks. 
The original Dodge car used by the 
Denis-Roosevelt Expedition in film- 
ing the sensational motion picture, 
Wheels Across India has been put 
into service by the Dodge Film Pro- 
motion Department to assist Dodge 
dealers in planning and executing 


free motion picture programs. 


TRAVELING FILM LIBRARY 


The automobile was submitted to 
the gruelling and 
strength-sapping tests ever devised 
for a four-wheeled vehicle. 


one of most 
The car 
traveled thousands of miles, through 
roadless deserts and trackless jun- 
gles during the Denis-Roosevelt Ex- 
pedition. It also climbed perilous 
mountain grades into high altitudes 
as well as through sea-level jungles. 
The present undertaking involves 
a film supply on wheels supple- 
mented by projection machines, ad- 
vertising material, and other films 
carried by the traveling film show 
unit Wheels, Land 
of the Free. Years of Progress, | 
Chance to Lose, Highway Bound, 
Vajor Bowes, and Thrill Hunter. 


are Army on 


TOURS ON A SCHEDULE 


The special motion-picture auto- 
mobile is proceeding on _prear- 
ranged schedules established by the 
Company's district representatives 
who contact car merchants and with 
their aid act as advance men and 
hooking agents in laying out routes 
and show dates covering dealer es- 


tablishments, churches, schools. 
clubs, and other organizations. 

Reports received of shows given 
in dealers’ showrooms, lecture halls, 
motion picture houses, city halls, 
clubs, churches, schools, and occa- 
sionally in fire houses and court 
houses are said to mark the enter- 
prise as a successful and appreciat- 
ed goodwill gesture since it provides 
genuine entertainment. 
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STUDIO NOTES 


* Photo & Sound, Inc., San Fran- 
cisco, doubled studio space during 
January with the addition of a new 
prevue projection room, editing and 
dark rooms, and additional offices 
and recording studios. 

Recently completed here was a 
how elec- 
made and 
and 


announcements are effectively used 


sound slidefilm showing 
trical transcriptions are 
how transcribed shows spot 
San Fran- 
cisco Bay-area advertising agencies 


in radio broadcasting. 


and advertising departments of 
commercial firms are using the pro- 
duction in acquainting their person- 
nel with electrical transcription 
methods, and the film has also been 
shown at a number of neighboring 
high schools and universities. Mel 
Venter, KFRC-Don Lee announcer, 


was commentator. 


General Moves to Universal 
* General Film has 
moved its Hollywood offices from 
the Equitable Building to the Uni- 
versal studios, making all that ma- 
jor studio’s facilities available for 
use in commercial productions. As 
an independent producer, General 
Film has made ten entertainment 
features here, preceded by six in the 


Company 


Hopalong Cassidy series on the Par- 
amount lot, and The Man Who 
Lost Himself, with Brian Aherne 
and Kay Francis, and direction by 
Eddie Ludwig, is now in production 
at Universal under General's super- 
The Builder's Creed, busi- 
ness production for Forest Lawn 
Memorial-Park has just been com- 
pleted under the direction of Mel- 
ville Shyer. director of the recently- 
finished Li'l Abner which grew out 


vision. 


of Al Capp’s comic-strip character. 

Offices are maintained in 
Rockefeller Center in New York 
City. Lawrence Fox is president of 
General Film Company; Walter K. 
Davies is manager of the industrial 
film division. 


also 
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@® New 


for the month included Presto’s new 


EQUIPMENT developments 


turntable for higher-fidelity record- 
ings, the new Victor camera an- 
nounced on this page, Bell & How- 
ell’s 2000 foot reels and last, but 
not least, the new Eastman Koda- 


scopes described in these columns. 


Five New Sound Kodascopes 
@ Five New 16MM. SOUND PROJEC- 
priced from $295 to $520, 


and covering the widest possible 


TORS 


industrial, and 
announced by 


range of school, 
home needs—are 
Eastman Kodak. 
Similar to one another in exte- 
rior design, but differentiated in 


power output and other features. 
these new Sound Kodascopes offer 
a complete line that fits existing 
projection requirements. For each 
projector, a choice of six lenses is 
available, in focal lengths of 1 to 4 
inches, to fit all the commonly-used 


projection distances and 


screen 
sizes. 
Available power output of the 


several models ranges from 10 watts 
up to 40 watts. All 
comodate 1600-foot 
uninterrupted 


models ac- 
reels, for an 
14-minute 
24-frame sound speed; and all are 
compactly 
portability. 


show at 


designed for ready 


Lowest in price of the new 
Sound Kodascope models, and espe- 
cially suited for home use, is the 
Model FS-10, which is to retail for 
$295 complete with 2-inch f/1.6 
lens, 750-watt lamp, all tubes, 
speaker and speaker cable, extra 
exciter lamp, and oiling and splic- 
ing outfits. Any other of the lenses 
can be substituted, on this and the 
other models, with a price adjust- 
ment up or down depending on 
which lens is substituted. 

The FS-10 has a rated output of 
ten watts, and operates only on 
A. C.. 50 to 60-cycle, 100 to 125- 
The projector and 
speaker are built into one compact 


volt lines. 


case which divides into two sections, 
one containing the 10-inch perma- 
nent magnet speaker, the other serv- 
ing as a platform for the projector. 
Space for a 1600-foot reel and the 
usual accessory equipment is pro- 
vided in the case. 

Other features of the FS-10 in- 
clude an oil-floated flywheel, which 
assures smooth and uniform move- 
ment of the film past the scanning 
point. even when there are minor 
fluctuations of line current; a fidel- 
ity control for accurate focusing of 
the scanning beam when either ori- 
ginal or duplicate films are used; 
a high-low switch for different line 
voltages; convenient tilting mech- 


anism. thread light, simplified 
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: PROJECTION 








threading, adequate ventilation, pre- 
lubricated major bearings, easily 
parts, and centralized 


controls. Either sound or silent pro- 


accessible 


jection is possible. 
FEATURES OF OTHER MODELS 

Basic features of the Sound Koda- 
scope FS-10 are also provided on 
the other new Sound Kodascopes. 
with mechanical 
refinements and operating aids. The 
other projectors, and some of the 


along additional 


features they offer, are: 

Sound Kodascope F: Operates on 
- ae. Sen 
100 to 125-volt 
put, ten 


25 to 60-cycle. 
lines. Rated out- 
ten-inch 

Build-in 
generator which creates precisely 
kind of needed 
for the various electrical mechan- 
Jack for 


phonograph pick-up. 


watts; electro- 


dynamic speaker. motor 


the right current 


isms. microphone or 
Furnished in 
two cases, and speaker case has 
brackets to hold a projection screen. 
To retail for $370 with 2-inch f/1.6 
lens. 

Sound Kodascope FB: Similar in 
features and construction to Model 
Fk, but mounted for projection in a 
sound- proofed “blimp case.” Top of 
case conceals 4-inch supporting legs 
and lifts projector to proper level 
1600-foot reels. 
Same rated output, speaker, jack. 
and speaker case as Model F. but 


for clearance of 


“blimp” case assures minimum pro- 
jector noise and consequently less 


distraction for the audience. To re- 


tail for $400 with 2-inch f/1.6 
lens. 

Sound Kodascope FB-25: This 
projector is available either with 
a single 12-inch permanent magnet 
speaker or with two of these speaker 
units, allowing the full rated capac- 
ity of 25 watts to be used. It has 
a sound-proofed blimp, similar to 
that of the Model F. An additional 
feature is a jack for microphone or 
phonograph pick-up, which permits 
sound from either one to be mixed 
with sound from the film track. 
The double speaker units can be 
used side by side, or separated. 
Prices with 2-inch f/1.6 lens are: 
with single speaker, $425; with dou- 
ble speaker, $450. 

Sound Kodascope FB-40: Almost 
identical in appearance with FB-25, 
but has a rated capacity of 40 
watts, operates only on A. C., and 
is supplied double 12-inch 
permanent magnet speaker. Sepa- 
rate jacks for 


with 


microphone and 
phonograph pick-up are provided, 
each with its own control, so that 
sound from either one can be 
“mixed” with sound from the film, 
or all three mixed simultaneously. 
The FB-40 is provided with 100 
feet of speaker cable, and is priced, 
with 2-inch f/1.6 lens, at $520. 
Lenses available. either as substi- 
tutions or accessory equipment, in- 
clude a l-inch £/2.5, 1'4-inch f /2.5. 
2-inch f/2.5. 2-inch f/1.6. 
f/20. and 4-inch f/25. 


}-inch 


Typical of the new Eastman Sound Kodascopes in this Model FB-25 











A New Victor Camera 


A series of modifications of the 
well known Victor 
have been 


lomm. camera 
worked out which are 
of sufficient importance to warrant 
considering it as a new camera. De- 
signed to meet the needs of critical 
accuracy at all speeds for scien- 
tific purposes, this new 
16mm. camera per- 
formance to a new high. 

The new unit, called the AIRCRAFT 
model turns in results of remark- 
able accuracy at all speeds over 
a range of temperature down to zero 
and even lower. 


develop- 


ment brings 


In fact, the speed 
tests were made in a cold storage 
warehouse at —10° and the camera 
was left over night to simulate the 
likely to be 
encountered in practice. The speeds 
were tested with a neon type strobo- 


toughest conditions 


scope and the settings of the instru- 
ment were not touched during the 
run at any Even at the 
end of the winding the speed was 


speed ° 


still so close as to cause only a 
very slow “creep” under the strobo- 
scope. This is so accurate that time 
intervals for most scientific pur- 
poses can be obtained merely by 
counting frames, without the neces- 
sity of supplementary timing de- 
The value of this for both 
scientific and industrial 
is apparent but the new 
will be found very useful for sport 


vices. 
research 
camera 


pictures such as analyzing one’s 
golf stroke. 

In the model Victor 
cameras the starting button was 
turned to set the speed of the 
camera and when depressed to start 
the mechanism it also placed a 
tension on the film gate. In the 
new model the speed is set by a sep- 
arate dial clearly visible in the 
illustration, while the other func- 
tions of the starting button were 


previous 


retained, 

To accomplish the new standards 
of accuracy and control, new bear- 
ings of an advanced type were used 
throughout and a new governor was 
evolved together with such features 
as a lock on the starting button 
to hold it down at any operating 
speed, or to lock the button in the 
safety position when the camera 
is not in use. Deliveries are now 
being made. 


Business SCREEN 





Market New Steel Scaffoid 


* A new safety steel scaffold, useful 
for studio and location shooting, 
by building contractors, electricians, 
painters, where set requirements 
necessitate platform use, has re- 
cently been placed on the market 
by Mechanical Handling Systems, 
Inc., 4600 Ave., Detroit, 
under the trade name, “Quik-Set 
Safety Scaffold.” 

Designed on simple, gravity-lock- 
ing principles, “Quick-Set” scaffold 
provides extreme interchangeability 
with a minimum number of separate 
units. 


Nancy 


P 


No screws, bolts, or clamps 
are used, and no tools of any kind 
are required to erect or dis-assem- 
ble the scaffold. The complete scaf- 
fold is erected from simple units 
as easily as an “Erector” toy is put 
together and with the same 
versatility. 

The scaffold consists of square- 
section tubular steel brace and 
corner post units, of extremely rigid 
construction with electrically weld- 
ed parts, so designed that the scaf- 
fold may be erected quickly; and 
the unique design of the various 
units permits erection in straight 
line, in corners, around rectangular 
or circular constructions, either “in- 
Bridging over 
obstructions is easily accomplished 
with simple truss units. 

Quick-Set Scaffold may be leased 
or purchased outright; and because 
of its simplicity and time-saving fea- 
tures the manufacturers claim ex- 


side” or “outside.” 


ceptional economy in the number 
of individual units required to erect 
any type of scaffold. 


AGFA'S 166 M.M. Sound Film 


In keeping with the progress 
marked in other fields of photog- 
raphy, a new high-resolving sound 
recording 16mm. film has been in- 
troduced by Agfa Ansco for high- 
quality sound reproduction in 
16mm, motion picture work. 

The sensitive coating of this new 
film is made by a new process of 
emulsification which results in an 
structure of 
homogeneity and uniformity of 
crystal size. This insures clean. 
sharp resolution of the sound track 
recorded on the film with a blue- 
filtered exposing light. In order to 
prevent deep penetration of the 
blue light into the sensitive layer, 
with its accompanying diffusion 
and halation through inter-crystal- 
line reflections, the 


emulsion unusual 


emulsion is 
screened with a water-soluble dye. 
This screening effect fulfills the 
double function of assisting in 
creating a surface image and pre- 
venting deep penetration of light 
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into the emulsion layer, even with 
over-exposure. 

This principle of obtaining a sur- 
face image is similar to that em- 
ployed in 35mm. motion-picture 
sound recording where “ultra-vio- 
let” recording has been adopted to 
obtain highest quality sound repro- 
duction. Although well suited for 
35mm. work, ultra-violet recording 
technique has not been so success- 
ful when applied to 16mm. equip- 
ment because of light-limiting fac- 
tors imposed by the ultra-violet 
filter, smaller optical systems and 
light valves. Accordingly, the 
common “positive” type emulsion 
has been in general use for 16mm. 
sound recording. 

The special properties of the new 
Agfa High-Resolving Sound Re- 
cording Film make it an ideal mate- 
rial for variable area recording 
equipment, especially when differ- 
ences between “crest” and “base” 
With or- 
dinary positive film used for this 
purpose, it is practically impossible 
to put enough light through the 
valve to obtain clean “crests” of 
printable density without causing 
the “valleys” to become filled with 
the combination of inter-crystalline 
reflection and halation, due to over- 
exposure. The new film overcomes 
this limiting factor by enabling the 
recording of high frequencies with 
a clean, crisp wave form having 
fully exposed “crests” and open 
“valleys.” 


illumination are great. 


Made in Agfa’s Binghamton plant. 
the film is obtainable through usual 
sources of supply in standard 
It may be handled under 
usual positive safe-lights and can be 
developed in any clean-working de- 
veloper producing good contrast. 
such as Agfa 20 Positive Developer. 


lengths. 


New 2000-Foot B&H Reel 


* Completing the Bell & Howell 
line of 16mm. projection reels is 
the new, 2000-foot spring-steel reel 
recently introduced. The B&H 
line now includes 400-, 800-, 1200-, 
1600-. and the new 2000-foot reels. 
all of spring-steel. The newest ad- 
dition will permit an hour’s con- 
tinuous projection of sound film. 
an hour and a half of silent film. 
Flexible, sturdy. rust-proof. light in 
weight, and “touch-threaded.” the 
big. new reel may be used with 
sound projectors as well as with 
the larger 16mm. silent projectors. 

The anouncement also states that 
a 2000-foot humidor can, cadmium 
plated to prevent rust. is available 
for the new reel. The film title 
may be written anywhere on the 
can without using a paper label. 
and the “tell-tale” disk of the humi- 
dor pad is an added convenience. 





Current Release... 


“EXPLORING 
WITH X-RAYS” 





GENERAL ELECTRIC PICTURE 
with the cooperation and approval 
of 


THE AMERICAN COLLEGE OF RADIOLOGY 


ADVERTI-FILMS 


1585 CROSSROADS 


HOLLYWOOD 


JOHN J. BOLAND 


Producer-Director 


NEIL CAMERON SMITH 


In Charge of Production 
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ITS NOTA 


PICTURE 


UNTIL 


SCREEN 


vs 
on 
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© Your projector can't think . . . i 
projects scratches and stains 
faithfully as your finest shots. 


YOUR PICTURES DESERVE 
FOUR-FOLD* FILM PROTECTION 


INTERNAL SOFTNESS against 
and drying. 

EXTERNAL TOUGHNESS 
scratches and stains. 
SURFACE LUBRICATION against wear 
and sprocket strain. 

PERMANENT IMPREGNATION against 
time and cleaning. 


heat 


against 


Better photo finishers offer VapOrate 
protection for still negatives 


BELL & HOWELL Co. 
180! Larchmont, Chicage 
716 N. La Brea, Hollywood 


130 W. 46th St 


VAPORATE CO., INC. | 
New York City 

















SLIDEFILM PRODUCTIONS 
KODACHROME °* BLACK & WHITE 
3rd DIMENSION 
SYNCHRONIZED RECORDINGS @ BUS 
1 accordance w 
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es n piigation 
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sales and 
re reasonably pr 


ur problems env 


May we hear you 
THE EVERETT CO. 30's. "sociovers 


OAK PARK, ILLINOIS (A Suburb of Chicago) 


freon 


—in BOSTON see PATHESCOPE 
FILMING in 16mm, plus 


Color, “Add the Local Angle" 


Write or phone the 


PATHESCOPE CO. 


436 Stuart St., Boston Tel. COM 0640 











MR. 16 mm. PRODUCER 


We offer you complete 
facilities for scoring 


SOUND 


GEO. W. COLBURN 


LABORATORY 
1197-B Merchandise Mart 


BLACK & WHITE 

KODACHROME 

SPECIAL EFFECTS 
ART TITLES 





CHICAGO 















SAFEGUARD YOUR FILMS 
pruned —= eumaee 
ON 
FIBERBILT BER! “aan eo 
SHIPPING aitty WHILE 
CASES IN TRANSIT 
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PERSONALITIES < tc NEWS | 


@ Georce L. 


development staff of the. Jam Handy Organiza- 


ScHUYLER has joined the sales 


tion, where he will assist sales organizations 
operating nationally to use visual sales meeting 
materials and methods more effectively in retail 
outlets. Mr. Schuyler has been identified with 
sales training and sales management work both 
in Detroit and New York for many years. 
Associated Sales Company, 
Detroit, announces the appoint- 
H. G. Christensen as 


vice-president. The company’s 


ment of 


motion picture department will 
be 


as the recently 


as well 
New 


York office of the firm. Form- 


under his control, 


opened 





erly president of West Coast 
Sound Studios in New York y i ahaa 
and co-author of the _ book, 


Mr. 


Christensen has done much to develop the pro- 


“How to Use Talking Pictures in Business,” 


motional possibilities of com- 
mercial motion pictures. 

The advancement of five Bell 
& Howell men to key positions 
has just been announced by 
the company. J. E. Huber of 
the sales engineering division 
has been appointed assistant 


Mr. Huber. 


background includes 





sales manager. 
J. E. Huber 
whose 


several years in the army air 


corps and the radio industry, ae 


on and built some of “ 


Ww orked 


the earliest broadcasting sta- 
tions in the United States. 
Robert H. 


Unseld, diplomat, >| 
explorer and photographer, has ) | + ; 
been made advertising manager \ ha 
of the company and publisher 

Bs 4 rT R. H. Unseld 
of its three house organs. The 
sales engineering division is 
now headed by Lloyd M. Ryan, 
promoted from an _assistant’s 


As 


general service manager, W. E. 


post in this division. new 
Roberts will have on his staff 


Ralph Eyles and O. T. Bright. 


The personal equipment divi- 





sion is now headed by Robert 
H. Moulton, successor to J. L. 
Goodnow, who has accepted a 
commission in the U. S. army. 

Donald N. Shepherd, com- 
mercial has been ap- 
pointed to the creative staff of 
Brobuck, Inc. as slide-film and 


L. M. Ryan 


writer, 


motion picture writer and edi- 
tor. 





G. C. Jones, formerly man- 
ager of the motion picture 
department of 


Inc., has joined Francis Gregory and Associates, 


W. E. Roberts 


Audi-Vision, 


commercial motion picture producers, James N. 
Slee and V. M. 


new firm. 


Aylsworth recently joined this 





NS “v 


QUALITY PRODUCTIONS 


| BLACK & WHITE & IN COLOR 


ele Sound 


Division of 














SARRA, Inc. 
< 
WHiltehall SIS! -:- 16 East Ontario Street -:- Chicago 
ees ae’ iv vv ~ 
| For information on services or equip- 


ment described in these pages address the 
Screen Service Bureau, 20 North Wacker 
Drive, Chicago. There is no obligation. 





LOCAL PROJECTION SERVICE 











California and Pacifie Coast — 


ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO © PORTLAND * SEATTLE 











Missouri, Central Illinois, Ete. — 


Mt jor coverage in ST.LOUIS 


7 . 
and the States of Missouri, Iilinois, 





and Arkansas 


dee RAY SWANK 


620 N. SKINKER BLVD., ST. LOUIS, MISSOURI 
EXPERIENCED COMMERCIAL DISTRIBUTOR 


Also Equipment Rental and Complete 16 mm. Library 











New England — 


NEW 
e 


ENGLAND 








New York, New Jersey, Connecticut — 





16MM & 35MM motion picture projection 

service. Arrange club, 
school, church showings, supply equipment and operators. 
Full responsibility, one-time or long runs in New York, 
New Jersey, and Connecticut. Continuous projection and 
sound-slide film service. Have largest local list of the- 
atrical outlets for top quality industrial films. 


KING COLE'S SOUND SERVICE, Inc. 


203 E. 26th ST.,. NEW YORK CITY LEx. 2-678! 








COMMERCIAL PICTURES? 


We Have Projected Them for Over 30 Years 


Complete projection service, 16 or 35 mm. equip- 
ment including screen, operator and transportation. 


Cinema Sound Service 
580 FIFTH AVENUE NEW YORK.N. Y. 
LONGACRE 3-5822 











Business SCREEN 


PICTURES uz 


@ir was NATURAL that the film 
industry, dependent as it is on speed 
for the distribution field, should 
find an answer to a prayer in air 
express, the fastest means of trans- 
portation there is today. While 
newsreel men have been using air 
express since 1929, there are many 
persons in the industry who are stil] 
not aware of the fact that air ex- 
press is a full-size, 24-hour-a-day, 
$3,000,000-a-year business. 

Let’s see how air express works 
There’s 
a prize fight in Chicago that must 
be covered. A large newsreel com- 
pany has its laboratory and editors 
in New York, so the negatives must 
be air expressed back to New York 
before the saleable newsreel can be 


in the newsreel business. 


Arrangements are made 
with the Chicago agent of the Rail- 
way Express truck or Western 
Union boy, and placed on the next 
plane going out of Chicago. 


produced. 





Since that time, with the excep- 
tion of 1930 and 1931, its volume 
of business has been increasing. In 
1940, shipments totaled more than 
one million in a single year for the 
first time in its thirteen-year his- 
tory. For the first eight months of 
1940 gross revenue increased 27 
per cent over the corresponding 
period of 1939. 

Today the air division of REA 
has contracts to carry air express 
with every major airline in this 
country in addition to Pan Ameri- 
can Airways. 

Planes of seventeen lines reach 
daily 255 airports in this country 
on scheduled flights and all carry 
air express. A total of 325,000 
miles—thirteen times around the 
earth at the equator—is covered 
daily by domestic air express. 

To this mileage must be added 
213,000 miles of rail operated by 
the Railway Express Agency. This 
mileage through its precise -coordi- 
nation with the plane schedules thus 
moves virtually every off-airline 
city in the country into the orbit 
of air express. 


Frequency of scheduled flights 
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AIR EXPRESS | 


all over the country virtually obvi- 
ates the need for chartered planes. 
Between New York and Chicago, 
for example, there are eighty-two 
flights daily or an average of a 
flight each way every half hour. 

But let’s return to the negatives 
which have arrived in a newsreel 
laboratory in New York by this 
time. After the pictures have been 
cut, edited and comment interpo- 
lated, the finished newsreel again 
is sent air express to theatres 
throughout the country. 

In this branch of the industry, 
air express has become a routine 
and integral part of the business. 
It is no longer used only in emerg- 
encies, because in a business built 
on speed the emergencies are so fre- 
quent that in fact they become rou- 
tine. Thus, films are the fourth 
largest users of air express, exceed- 
ed only by machinery, printed mat- 
ter and wearing apparel. In April, 
1939, when the last analytical 
breakdown was made, it was re- 
vealed that 5.29 per cent of all air 
express revenue came from this in- 
dustry, as well as 4.86 of the total 
weight of shipments and 6.92 per 
cent of the total number. 


Many films companies use air 
express in a novel way. In the 
newsreel field, if an important event 
is scheduled to occur after deadline, 
the companies ship their regular 
reel by rail express. But the reels 
will be a few hundred feet short. 
After the awaited event has been 
photographed, edited and made into 
a reel making up the missing few 
hundred feet, it will be air express- 
ed to the theatres to be run with 
the regular reel. Very often 
through the use of air express the 
“add” will arrive at the theatres 
before the regular reel. 

While the airplanes were cutting 
the elapsed time of their flights 
in half—doubling the speed of air 
express deliveries—air express was 
reducing its rates by 66 2/3 per cent 
by 1937, a decade after its inaugu- 
ration. For example, a five-pound 
shipment of film that took thirty- 
three hours from New York to San 
Francisco and cost $15 in 1927, to- 
day takes seventeen hours and costs 
$4.80. 

So, the next time you see one of 
the planes still peacefully dotting 
the skies of this country, remember 
the unsung cargo she carries and 
the next time you see the latest 
newsreel, remember how air express 
helped to get it to you with phe- 
nomenal speed. 
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From one of seven public utility productions. 


Niagara Falls . . . a slender wire carrying an electrical im- 
pulse to turn the wheels of industries . . . a giant cargo ship 
under full steam ... the force that links a hearing, seeing 
audience with your product in a production by 


Pat Dowling Pictures 


6625 ROMAINE STREET HOLLYWOOD, CALIF. 
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IS IMPORTANT. . 





@ Twenty North Wacker Drive towers high above sur- 
rounding Chicago buildings, affording unusual advan- 
tages of light and air and an inspiring view of all 
sections of the city at whose heart it is so strategically 
located. Here, far above the smoke, dust and street 
noises, light, airy suites provide ideal working condi- 


tions, unequalled by most office buildings. 


20 NORTH WACKER - AT THE CENTER OF CHICAGO BUSTIESS 


AS OFFICE HEADQUARTERS for many of America's foremost National Business Organ- 


izations, Twenty North Wacker Drive has long been recognized as a distinguished business Your personal inspection of the facilities 


of this building is most cordially invited 
address where efficiency and convenience are paramount. 


It is not alone the strategic LOCATION of Twenty North Wacker Drive . .. in the 
heart of all Chicago business . . . that establishes its leadership as a LOCATION for your 
business home . . . nor is it the inspiring height to which its torty-five stories rise far above 
all surrounding buildings. 

Modern business today demands the ultimate in facilities for sales gatherings, confer- 
ences, and the very necessary social activities of business. Many other important LOCATION 
factors contribute to the leadership of this building . . . factors which have determined 
many business leaders to decide upon this building as the ideal LOCATION for their busi- 


ness offices. Yet with all of its advantages, rentals are moderate . . . in keeping with the times. 
ADDRESS INQUIRIES TO THE OFFICE OF THE PRESIDENT + MR. J. C. THOMPSON 


Typical modern oftice arrangements at Twenty North Wacker Drive 


t= 









C0 PORTH WACKER DRIVE 


































EDUCATION 


(Continued from Page 12) 
while a poor teacher likely would 
get nothing from a good one, indi- 
cating a need for better teacher 
preparation. Theatrical films, he 
thought, could and should be used 
over repeatedly for increasing 
values. 


FILMS IN LOWER GRADES 

Mrs. Margaret Divizia, whose 
work in the Los Angeles city sys- 
tem is with the first to sixth grades, 
stressed the lively, energetic curi- 
osity at work in these youngsters. 
Reading is long and tedious and 
it takes time to answer questions 
brought up by the text. Using 
films, first-graders who want to 
know about their environment can 
get their answers without having to 
wait until they can read, and sixth 
graders who would be stopped by 
some scientific question in print 
can understand it at once on the 
screen. 

Miss Marian Evans of San Diego 
suggested that the informal spon- 
taneity derived by the 
asking questions and simply listen- 


teacher's 


ing to comments, provides measure- 
ment data not available through 
urged _ this 
method as a “diagnosis of the minds 
and hearts of the boys and girls.” 

Mrs. Alice E. Field, of the Will 


Havs office. wondered what would 


scientific tests and 


have happened if, 500 years ago, 
the printing press had fallen solely 
into the hands of the purveyors of 
amusement—where would education 

A situation not un- 


like this did occur with motion 


stand today? 


pictures, she suggested, intimating 
that education would now be far- 
ther ahead if it had accepted the 
film medium sooner. 


EMOTIONAL NEED IN FILMS 

Seizing that as his cue, Paul A. 
LaGue of the Los Angeles schools 
asserted that there are spiritual 
values to be gained, better adjust- 
ments and better moral values to 
be achieved through motion pic- 
tures. but stressed the emotional 
need in educational films, citing 
the industrial production as “some 
of the best users of emotion.” 

Warren Scott, head of U. S. C.’s 
department of cinema and director 
of the Cinema Workshop, presided 
at the discussion, and directed the 
recording on film of almost every 
stage of the two-day dedicatory ex- 
ercises of the new research build- 
ing—what is believed to be the first 
such use of motion pictures. The 
showing of color sound films taken 
Hancock 
Foundation to South America was 
an integral part of the program. 


on expeditions of the 
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RECORDING 
To meet a demand for a high 
quality recording turntable, Presto 
Recording Corporation has just re- 
leased as a separate unit the dual- 
speed 12-in. turntable formerly sold 
only as a part of their model K 
commercial recorder. 

Radically different in design from 
any other table on the market, the 
new Presto 11-A employs a cast 
aluminum turntable precision ma- 
chined to dynamic balance. The 
table revolves on a single ball bear- 
ing at the base of a bronze shaft 
well. A heavy, live rubber tire is 
fitted to the rim of the table. A 
metal pulley on the motor shaft 
drives directly against the tire 
eliminating idler rubber 
tired pulleys and other parts which 
wear rapidly. A _ slip-over pulley 
is removed to change speed from 78 
to 33. 1/3 RPM. The motor and 
turntable are mounted on a steel 
base ready for installation in port- 
able or console phonograph record 


wheels, 


and 16-in. transcription players. 


Columbia's School Library 


* Columbia has announced a new 
series of educational records known 
as the student Music Library Series, 
the first of its kind ever released 
by any record company. Offered in 
album sets of three 10-inch records 
on the Columbia Popular label, and 
waxed by outstanding artists, the 
Student Music Library makes avail- 
able the identical repertoire of re- 
cital pieces and junior classics used 
for practice purposes by students of 
the violin, piano and ‘cello. Subse- 
quent releases will contain litera- 
ture for flute, clarinet, trumpet and 
other instruments. 

According to Marie Finney, direc- 
tor of Columbia’s Educational De- 
partment, the Student Music Library 
Sets represents months of intensive 
research and investigation into in- 
strumental repertoire. Included in 
the compositions recorded in the 
first sets to be released are several 
recital 
which have been 


pieces by great masters 
recorded _ pre- 
viously. 

“Early problems of technique and 
handling can be overcome during 
lessons or in practice sessions at 
the student’s home. These records 
go a step further. They provide 
a standard of performance for the 
student, so that he can measure 
his own development and musician- 
ship. In playing his own study 
pieces again and again on the 
phonograph, and studying the tech- 
nique of great artists who have 
recorded them, he simplifies his 
own problems and the teacher’s. 
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pray 
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d \V/ with 
STOP - ON - FILM 
For the safe showing of 
co ee as “still” 


“4 
MOTOR REWIND 


High speed, rewinds with- 
out changing belts or reels. 


REVERSE SWITCH 


Permits running film 
backward. 












































MODERN STYLING... 


MATCHED CASES... 

@ This new low-priced 16 mm. sound projector 
is one of the finest achievements of DeVry’s 
projector craftsmanship. In sound and bril- 
liance of screen image it meets highest qual- 
ity standards; yet its price and utility make 
it the ideal machine for either commercial or 
school use. 


PROJECTS SOUND OR SILENT FILM 


With speed controlled by Film Speed Regu- 
lator, Model QR-12 projects both sound or 
silent film. Other features include the auto- 
matic loop synchronizer, dual sound stabilizers, 
and other exclusive DeVry improvements. 





Projector and speaker are com- 
pactly contained in two small, light 
airplane luggage carrying cases; 
Projector and amplifier in one case, 
12-inch speaker in the other. Easy 


to set up! Arrange for a Demonstration 


See and hear the new Model QR-12 at your * 
earliest convenience. Write or wire for a dem- 
onstration; let a showing convince you. 


DeVRY CORPORATION 


FACTORY AND MAIN OFFICE LOCATED AT 
1111 ARMITAGE AVENUE CHICAGO, ILLINOIS 
NEW YORK HOLLYWOOD 


to carry 


DeVry manufactures everything 
for the recording and projection of 
16 and 35 mm. sound and silent films. 





INSURANCE 





FILM. INVESTMENT IN 16MM 
by th 
“SAVKOTE” CORDING.. 
PROCESS 


A special film formula 
that renews old film and 
preserves and protects new 
film either black and 
white or color. Send 400 
feet to us and let us con- 
vince you. 


400 Ft...........$1.00 


SOUND RE 
BLACK AND WHITE.. 
KODACHROME 


Plus complete laboratory facilities for 16 mm. films 


DEVRY FILMS & LABORATORIES 
1111 ARMITAGE AVE. CHICAGO, ILLINOIS 

















Transcriptions used to accompany educa- 
tional or commercial alidefilms are made by 
tudio staff and engineers in almost the 
ame way asa recordings. There is no need 
or showing the slide films at the time the 
transcriptions re made since the entire 
taff is provided with well-marked acript 


@ THE vatue of transcribed con- 
tinuity as an accompaniment for 
slide films has been borne out 
strikingly in recent years through 
its increased use by large organiza- 
tions at dealer meetings, and sales 
conventions. For sound slide films 
have proven to be more effective in 
selling products and instructing em- 
ployees in technical details of op- 
eration. Here, whether the object 
of the film is educational or pro- 
motional, sound in the form of an- 
nouncements, explanations, dra- 
matic skits, music, and often elabor- 
ate sound effects, is transcribed in 
the same way that radio shows are 
transcribed, on records that are 
made expressly to accompany slide 
film projection. 


V. S. Personat APPEARANCES 


The entertainment appeal of re- 
corded sound has been found to be 
reason enough to abandon the for- 
mer practice of leaving the explana- 
tory material to be read by some- 
one at the time the films are shown. 
Particularly in the promotional 
films, where the complicated psy- 
chology of selling is a prime con- 
sideration, the effect of smooth pro- 
fessionalism that as achieved by re- 
corded accompaniment has more 
than proven the merit of slidefilm 
transcriptions. The use of the re- 
cordings, moreover, supplies means 
of reaching varied groups of listen- 
ers simultaneously on a much more 
economical basis than the practice 
of employing lecturers to travel 
with the slidefilms. 

The technique used to make slide 
film transcriptions follows largely 
the routine used in transcribing ra- 
dio programs, except that the rec 
ords, which are most often of the 
slow-playing, 16-inch type, are cut 
to synchronize with the continuity 
of the slidefilms. In the recording 
studio are the announcer, a cast of 
radio actors (if the slidefilm script 
calls for dialogue) and whatever 
stuck sound effects are designated 
by the script. As is usually the 
case with radio shows, the activities 


The script calls for two voices—a man’s and 


t woman's—and also varied sound effects. 
In addition to the two announcers are the 
man in the background, who is in charge 
) operating the various sound effects, and 


the show’ production man at the right. 


in the studio are in charge of a 
production man. 

To this regulation studio “cast” 
there is nothing about a transcrip- 
tion session different from the radio 
shows they usually make. Frequent- 
ly, moreover, the same _ people 
participate in both. The same radio 
actors who are heard in a radio 
“soap opera” in the morning, adapt 
their talents to a slidefilm transcrip- 
tion continuity in the afternoon, 
with an almost identical studio set- 
up. The absence of a studio audi- 
ence means nothing to these 
troupers of the airwaves, since 
many of their live broadcasts are 
made with only a microphone as au- 
dience. Formerly, transcription 
sessions were often made in the ra- 
dio studios, but recently these ses- 
sions have been largely transferred 
to the recording studios. 

In the control room, which is 
similar to a broadcasting station 
control room where radio broad- 
casts and recording sessions fre- 
quently take place, sit the engineer 
and a producer whose job it is to 
synchronize the slidefilm operation 
with the script. His copy of the 
script is marked to coincide with 
the change in slides. At these 
points, he pushes a button which 
rings a bell that is heard in the 
studio and recorded on the trans- 
cription. Later, when the transcrip- 
tions are played, this bell gives the 
signal to the slidefilm operator to 


change the slide. 
DeveLop Recorp MATERIALS 


Columbia’s Transcription Divi- 
sion, which is becoming more and 
more active in the transcribing of 
recorded scripts for slide films, 
has developed a special slidefilm 
material which meets the require- 
ments of the slidefilm transcrip- 
tions. The material has a special 
quality, is midway between that 
used for laminated phonograph 
records and the flexite used in the 
manufacture of radio transcriptions. 
Since, in many cases, the slidefilm 
transcriptions are used as adjuncts 


NOTES ON 


FilM 


TECHNIQUE—2 


Sound Slidefilm 
RECORDING 


of sales programs, technical quality 
must be good and surface noise 
held down to a minimum. Slide- 
film material is not as fine as, but 
more durable than that used for ra- 
dio transcriptions, but both are re- 
corded with extreme care by skill- 
ed engineers. The cost, in keeping 
with the commercial purposes of 
slidefilm transcriptions has been re- 
duced to a point less than that of 
radio transcriptions. The process- 
ing is similar in every respect. 


Stow Speep RECORDINGS 


Just as in the case of a phono- 
graph recording or a radio trans- 
cription, the sound produced in the 
studio and regulated by the engi- 
neer in the control room is cut in 
the recording laboratory onto a 
master disc. For reasons of econo- 
my, slidefilm transcriptions are usu- 
ally recorded on discs that are play- 
ed back at 33 1/3 revolutions per 
minute, a slow speed. (The speed 
at which phonograph records are 
made is 78 revolutions per minute. ) 
The economy of space effected by 
this slower speed is indicated by 
the fact that, on a 12-inch dise (the 
size of the large Columbia Master- 
works records) the playing time of 
a 78 r.p.m. recording is 5 minutes. 
whereas, if the disc were recorded 
at 33 1/3 r.p.m. this playing time 
is approximately doubled. 

The master recording that is cut 
at Columbia’s New York studios is 
carefully examined for flaws and 
then shipped to the plant in Bridge- 
port. Connecticut. There it is proc- 
essed, or plated, and metal mat- 
rices are made from it. These, in 
turn, are used in the actual pressing 
of the records. The finished discs, 
after they have been labeled. are 
shipped to the slidefilm company for 
distribution with the films. Special 
portable machines, built to play the 
larger-sized, slower-speed records. 
and slidefilm projectors are the only 
equipment needed for repeated dis- 
plays of the “still-sound” shows 
made up by the slidefilms and their 
accompanying transcriptions. 

Typical of the promotional slide- 
film transcriptions currently in use 
is the one recently made by Colum- 
bia for use at Socony Vacuum deal- 
er meetings. This company is us- 


ing films and transcriptions to dem- 
onstrate techniques in the selling of 
fuel oil to large buildings and in- 
stitutions. The slidefilms tell their 
silent story of a cold winter night 
and the problems of heating on such 
a night in an average household. 
while the recording heightens the 
effect with its sound effects of cold 
wind whistling through bare tree- 
tops. Into these scenes and sounds 
of great vividness, comes the voice 
of the announcer, as_ blandishing 
as any radio announcer in his com- 
mercial scripts, explaining the pic- 
tures in terms of proper heating and 
detailing, in a pleasantly written 
script, the resources of Socony 
Vacuum Company. 

But whether the slidefilm and 
transcription be of the promotional 
type or of the: more technical, in- 
structional type, they illustrate the 
extension of showmanship into 
fields not usually associated with 
Hollywood or Broadway. 


Vext month: RCA recording experts 
give further notes on slidefilms. 


While the engineer (right) operates the con- 
trols, his assistant, following the script, has 
come to a place in which it is indicated 
that the slide scene is to be changed. it 
this point he presses a telegraph button, 
which rings a bell in the studio. The sound 
of the bell is heard on the recording and 
indicates to the operator of the projector 
that the slide is to be changed. 





The engineer, at the right, has the controls 
all set and has just received the go-ahead 
signal from the recording technician, who 
is prepared to cut a master recording in a 
recording laboratory. The producer, at the 
left, gives the studio staff the signal to begin. 
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Ampro Sound Projectors 


...A Real Aid To Business ! 


For sales meetings, conventions, store displays, consumer education—many thou- 
sands of sturdy Ampro sound-on-film projectors are delivering “life-like” tone 
quality and brilliantly clear pictures that are boosting sales upward—creating 
valuable good will and acceptance! They are proving that they can be operated 
easily—even by unskilled operators—and they have what it takes to stand up 
remarkably under hard usage. 


































Today—there is a place in your business for sound pictures projected on Ampros! 
Production and equipment costs are down to new low levels. Investigate how 
you can utilize this increasingly powerful selling force to help solve your sales 
problems! 


Some Large Users of Ampro Projectors 


Here is a partial list of industrial, governmental, educational and other users of Ampro pro- 
jectors who have re-ordered again and again—on the basis of the performance of their 
original purchases. Some of these customers have hundreds of Ampro precision projectors 
in constant operation: 
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Allis-Chalmers Company Dictaphone Corporation 
American Air Lines Wright Air Field 
Firestone Tire & Rubber Company Collins and Aikman 
Frigidaire Division, General Motors Barrett Company 
General Electric Company Union Carbon & Carbide Co. 
General Tire and Rubber Company Kraft Cheese Company 
Massey Harris Company Keystone State Amusement Co. 
Mead-Johnson Company The Jam Handy Organization 
Shell Petroleum Wilding Picture Productions 
Fisk Tire Company C.C.C. Camps in Sparta, Wis., 
General Motors Acceptance Corp. El Paso, Tex., Phoenix, Ariz., 
Servel (Electrolux) Ft. Bragg, N. C., Columbus, Ohio 
Anheuser-Busch, Inc. Ideal Pictures Corporation 
Stewart-Warner U. S. Navy Recruiting Service 


Illinois Bell Telephone U. S. Dept. of the Interior 





’ me * mix 
yr >ymits 
Sontrols (or ms—! 
Cc pel a 
ding W 
fol yutomatls 
ghey °F es. 
oehet featur 


Send for 
Ampre Catalog 


Showing complete line of Ampro 16 mm. 
sound-on-film, silent, and convertible to sound 
models. Thousands of Ampro precision projectors 
are rendering splendid service for the sales depart- 
ments of America’s largest corporations. Find out what 
they can do for you. 











(BS 341) 
AMPRO CORPORATION, 2839 N. Western Ave., Chicago, Ill. 
Please send me new Ampro Catalog. I am particularly interested in: 
[) New Amprosound 16mm. Projectors. 


() Ampro 16mm. Silent and Convertible to Sound Projectors. 
[] Ampro Continuous Projectors. 


Name.... 





PILGRIMS’ 
PROGRESS 


The story of New England is the saga of a 


great America— 


“industry began when the first settlers turned 
carpenters, put together four walls and 


a roof.” 


“in a thousand different localities . . . in the 
home ... then in small shops... there began 


an era of individual craftsmanship.” 


“Today ... New England’s industrial strength 
lies in the skill of its artisans and craftsmen 

. men trained to expertness through 
generations of specialization. Here in New 
England is the highest concentration of 
skilled labor in the nation. Here is reserve 
industrial man power for production of 


fabricated high-quality manufacture.” 


So goes the story of New England’s industrial 
greatness as told by the New Haven Railroad 
in its feature talking picture production, 
“This Is New England.” This is one of the 
publicity methods New Haven officials have 
chosen to bring more factories, more industries 
and greater prosperity to the highly favored 


region which this great railroad serves. 











Sales Meetings @ Slidefilms ® Talking Pictures @ Convention Playlets 


* New York * Hollywood 


19 West 44th Street 7046 Hollywood Boulevard 
VAnderbilt 6.5290 HEmpstead 5809 


J 
* Chicago 
230 N Michigan Boulevard 
STAte 6758 
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* Detroit 


00 East Grand Boulevard 
MAdison 2450 


* Dayton 


311 Talbott Building 
ADams 6289 


* Wilmington 


922 Shipley Street 
Wllmington 42401 
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